TUESDAY 28 OCTOBER
TFWA WORLD EXHIBITION & CONFERENCE 2014

SPECIAL
SUPPLEMENT
INSIDE

LIQUOR &
TOBACCO

05
TFWA WORLD
CONFERENCE
Full report from yesterday

22
TFWA ��TH
ANNIVERSARY
Celebrating with champagne
and a cake cutting

34
EXHIBITION
NEWS
Comprehensive coverage
from the exhibition floor

Scan this code
to visit tfwa.com

SPONSORED BY
PATRÓN SPIRITS
INTERNATIONAL AG

QDF-1.0-ad-2014.pdf

C

M

Y

CM

MY

CY

CMY

K

1

22/10/2014

16:30

TFWA WORLD EXHIBITION & CONFERENCE TUESDAY 28 OCTOBER 2014



WELCOME MESSAGE

INTRODUCTION

AIMING TO IMPROVE YOUR EXPERIENCE
Every year TFWA aims to
offer you the very best
commercial week. For our
30th anniversary we are
pleased to offer following services, which will
certainly make your week
more pleasant.
The addition of interactive directional screens,
sponsored by JCDecaux this
year, have been perfected
to help you better navigate
around the ever expanding
exhibition halls. With 475
exhibitors this year – and
more than 3,000 brands over
21,000sqm – it can be quite
confusing to locate stands.
We are convinced that these
user-friendly screens will
help especially for those visiting for the first time.
Last year saw the introduction of
free WiFi around the Palais and

we are happy to offer this service
again. Simply log-in with your
access code indicated on your
badge to surf the web. If you do
have any problems with it, there
is technical support available at
a dedicated desk during exhibition hours on Level 1.
Level 3 is also the new
location for the TFWA Lounge;
those with full key delegate
status and TFWA membership have access to a full
range of dedicated concierge
services, including internet,
private bar and lounge, boat
hire and other new additions.
A big thank you to sponsors:
Fauchon, Guylian, Neuhaus,
Rougie, Mondelez, Jean-Marc
Brocard, and Bally.
And finally, our Well-Being
Lounge is back again this year,
offering relaxing massages
designed to help you focus on
the business ahead. Please

do visit on Level 1, where you
can try the Make-Up Express
by diego dalla palma and the
hairdresser service, kindly
sponsored by Toni&Guy.
We are confident that you
will appreciate and enjoy our
improved services and I wish
you all a very successful week.
If you have any suggestions,
please do not hesitate to
contact us.

THE ADDITION OF INTERACTIVE
DIRECTIONAL SCREENS,
SPONSORED BY JCDECAUX
THIS YEAR, HAVE BEEN
PERFECTED TO HELP YOU
BETTER NAVIGATE AROUND
THE EVER EXPANDING
EXHIBITION HALLS.

Patrick Bouchard
Vice-President
Commercial, TFWA

WiTR MEETING TODAY, 17:30
A reminder that this
year’s Women in Travel
Retail (WiTR) meeting
takes place today from
17:30-19:00 on Level 1, in
front of the newly located
press Centre, near the
Business Centre and
Hotels Desk at the Palais
des Festivals. All women
in the duty free and
travel retail industry are

welcome to come along.
WiTR is delighted to
announce that it has
already raised €13,000
towards its €25,000 goal
to purchase a muchneeded truck for the
Sierra Leone children’s
charity ‘All as One’.
“It’s a fantastic start, but
we still have €12,000
to go and so really do

need everyone who has
not already, to support
this aim,” said Gerry
Munday. “As usual we
will be holding a silent
auction and amongst
the many fabulous items
on offer have received a
very generous donation
from DFS of five luxury
designer handbags with
a total value of €8,000.”

Bids for the bags, which
vary in individual value
from €1,000 to €2,000,
can be left with Gerry
on the Furla stand (Bay
Village Bay 15) today and
until 15:00 tomorrow. The
silent auction will then
continue at the WiTR
meeting this evening.
The €13,000 raised so
far is thanks to a very

generous £10,000 from
Maxxium, €2,500 from
TRB, plus personal
donations from Martin
Moodie, Stuart McGuire,
and Rowena Holland.
The total is achievable,
continued Gerry Munday,
if everyone helps by
selling and buying
tickets (one business
card entry for €10,
three business cards for
€20). “Although WiTR
is a women only group,

the silent auction and
prize draw are open to
absolutely everybody,”
Gerry explained. “We’ve
got some brilliant items
which men would love
either for themselves
or the women in their
lives… so please, please
do help us to reach the
magic number this year.”
Please deliver gifts and
donations to the Furla
stand (Bay Village Bay
15) by 15:00 today.

TFWA SECTOR DESIGNATIONS
A reminder to TFWA members that elections in two sectors – Confectionery & Fine food, and Gifts – take place tomorrow from 08:30 to 12:00 in the
TFWA Office, Level 0. Please note that each member can only have one mandate on top of their own vote, using the appropriate proxy form.

FREE WiFi SERVICE
TFWA is delighted to offer a free WiFi
service inside the Palais des
Festivals. Technical support is
available at a dedicated desk
(Viapass) during exhibition hours
on Level -1, Red Village. Simply
log-in with your access
code on your delegate badge.

‘SHOW YOU CARE!’
Please show your support for
TFWA CARE by purchasing a 30th
anniversary ‘Show you CARE!’
ribbon from the Registration
Pavilion. Each ribbon costs €10,
with all proceeds going to the good
causes supported by TFWA CARE.
Thank you for your support.
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CONFERENCE REPORT

‘LEADERSHIP IN
CHALLENGING
TIMES MEANS
INVESTING IN
PEOPLE’
Gen. Colin Powell, USA (Ret.), 65th US Secretary
of State, delivered a truly inspirational keynote
address, in which he considered notions of
leadership in challenging times – a theme his
military and political career has made him
uniquely well placed to discuss. It was a packed
auditorium, with 1,351 delegates attending
yesterday’s conference, +36% on 2013.

GEN. COLIN POWELL, USA (RET.), 65TH
US SECRETARY OF STATE: “WE HAVE
CHALLENGES, LIFE IS ALWAYS ABOUT
CHALLENGE, BUSINESS IS ABOUT
CHALLENGE. THE PEOPLE IN YOUR
ORGANISATION ARE YOUR MOST
VALUABLE RESOURCE.”

The son of Jamaican
immigrants to the US,
Gen. Colin Powell, USA
(Ret.), 65th US Secretary
of State has devoted
over 50 years of his life
to public service, first in
the US Army where his
35-year career culminated in his nomination
as four-star general,
and later as National
Security Advisor, Chairman of the Joint Chiefs
of Staff, and finally
Secretary of State under
George W. Bush.

world was changing. “I
was Reagan’s National
Security Advisor in the last
two years of his administration,” he said. “I saw
Gorbachev come along
with change. I went to see
Gorbachev, he didn’t think
the US was responding to
what they were doing. He
said the world is changing – I’m going to change
it. You have to go back
to Reagan and the other
right wingers and tell
them they need to help
me or we won’t be able

He joked about previously
having “his own airline”
when US Secretary of
State, and he had a “757
waiting for me, a red
carpet rolled out, and a
band would be playing
– Air France should
consider that!”
Gen. Powell said he has
never been in a world
that’s not challenging.
“Change is part of daily
life. If we don’t pay
attention to change, we’ll
be left behind. I buy 90%
of my products online. We

now have smartphones,
we have wearables.”
He added his congratulations to TFWA on its 30th
anniversary, reflecting
on his own life over those
30 years. “30 years ago
I was a young major
general, two-star, working
at the Pentagon,” he
commented.
Commenting on being
Chairman of the Joint
Chiefs of Staff in the last
years of the Soviet Union,
Gen. Powell described
it as a time when the

to do it. He looked across
the table with a twinkle in
his eye and said ‘General
you’re going to have to find
a new enemy’. Two years
later, the world I grew up
in was gone.”
He described Russia as a
country he loves, and said
that despite challenges
Moscow and Kiev will find
a resolution.
Commenting on China,
he said it won’t be an
enemy. “They hold US$1.3
trillion on their books,
they’re not going to throw

THE AUDITORIUM
WAS PACKED,
WITH 1,351
DELEGATES
ATTENDING
YESTERDAY’S
CONFERENCE.

5 – TFWA DAILY

that away. They have
their own challenges at
home. Expect China to
keep growing and to be
your growth area,” he
asserted.
In the US, meanwhile, he
said there is a legislative
system that is not working,
with left and right not
talking to each other.
There’s also a distinct
breach between the
legislative branch and the
executive branch.
“We have challenges, life
is always about challenge,
business is about
challenge. The people in
your organisation are your
most valuable resource,”
said Gen. Powell. “I’ve
learned in my life to always
invest in that human talent
you have, make sure
they’re given a purpose
that says you serve other
human beings. I want the
people who work for me
to be purpose-driven, not
just to make money, but
to serve a purpose. Then
you have to give them
what they need to get
the job done, you need to
trust them. Leadership in
challenging times means
investing in the people
who work for you.”

CONFERENCE REPORT
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�� YEARS OF BRINGING
OUR INDUSTRY TOGETHER
An auspicious occasion such as a 30th anniversary provides an appropriate time for
reflection. As the Association enters its fourth decade, Erik Juul-Mortensen, TFWA
President, charted the progress of the duty free and travel retail industry from the origins
of TFWA back in 1984 through to the present day. He reflected on how the industry’s
historic capacity to confront challenge offers grounds for optimism in its future.
TFWA’s very first
event took place in
Nice in 1985, before
moving to Cannes in
1986 – its home for
TFWA World Exhibition & Conference ever
since. In 1985, there
were 3,000 visitors
and about 6,000sqm of
exhibition space. This
year, TFWA welcomes
over 6,000 visitors
and has 21,000sqm of
exhibition space.
Erik Juul-Mortensen, TFWA
President, glanced
back briefly over three
decades, looked at where
the industry is now,
and reflected on the
experiences and lessons
learned, and considered
how they might help the
industry meet some of the
challenges ahead.
Commenting on what our
world looked like 30 years
ago, he said: “Ronald
Reagan and Margaret
Thatcher were both
enjoying further terms
in office; Bill Clinton was
just Governor of Arkansas;
Nelson Mandela was
still in prison; Gorbachev
was General Secretary
of somewhere called
the Soviet Union; the
Berlin Wall still divided
Germany; and Arnold
Schwarzenegger was just
The Commando.”
And what of China, the
country whose wealth
has had such a massive
influence on our industry
in recent times? “In 1985,
76% of its population lived
in the countryside,” JuulMortensen explained. “The

average annual wage of a
rural worker in China then
was less than US$300.
Not exactly a marker for
luxury brands! Stating the
obvious, today we live in a
very different world.”
China has become an
economic giant, experiencing a massive socioeconomic transformation.
In 1985, global sales in the
duty free and travel retail
industry were US$6 billion
– just 10% of what they are
today. 56.1% of this was
generated in Europe. Asia
was not much bigger than
the Americas, despite the
Japanese tourist wave.
Juul-Mortensen then
took a nostalgic trip down
memory lane, showing
some fascinating archive
photos. “One thing that
strikes me is, colourphotos aside, some of
those shops of the 1980s
had not moved on from
1970s or dare I say it,
even the early examples
of our industry in the
1960s,” he said. “I think
a big turning point came
in 1987 when the British
Airports Authority was
privatised and became
BAA, a commercial entity.
This was a first for the
airport industry. Commercial revenue became a
major focus once they
had shareholders looking
for a return and the new
BAA followed Copenhagen’s pioneering model
by bringing High Street
specialist retailers into
their airports in a major
way, especially at Heathrow and Gatwick.”
Significant external

Erik Juul-Mortensen, TFWA President: “The
three decades from 1985 to 2014 saw our
industry change beyond all recognition. Some
of those changes were forced upon us by new
circumstances, political, social and economic, all
beyond our control, but strong and often inspiring
leadership – both commercial and political – has
allowed us to adapt and to evolve.”

events of course tested
the resolve and resilience
of the industry, including
the Asian economic crisis
of 1997/8, the Gulf wars,
SARS, the abolition of
intra EU duty free sales
in 1999, and many tragic
natural disasters that have
affected travel. “Perhaps
most shocking of all there
was 9/11. That was the
year that, for the first
time ever, air passenger demand went into
reverse, and the resulting LAGs restrictions
and tightened security
measures still impact on
our business today.”
The last five or so years
have seen some of the
most challenging trading
conditions. Following the
global economic crisis that
broke in 2008, the recovery
has been characterised

by major movements in
aviation and duty free
power. The Middle East
has seen astonishing
levels of investment in
infrastructure and fleets
which is shifting the
centre of aviation gravity
eastwards. This is only set
to continue, led by Dubai
Airport and Emirates, Abu
Dhabi Airport and Etihad
and Doha Airport and
Qatar Airways.
And what does TFWA look
like today compared with
1985? “Well, our founding executive committee
would be delighted that
Tax Free World Association
is still firmly rooted in the
motto under which it was
founded all those years
ago: ‘By the trade for the
trade’,” Juul-Mortensen
commented. “But what we
do as an association, led

6 – TFWA DAILY

by our current Management Committee, is
significantly more than we
ever envisaged we would
be doing when it was set
up in 1984, when I was
one of six individuals who
took the not insignificant
risk and signed on the
dotted line.”
Looking ahead the
industry is faced with
challenges both old and
new, and Juul-Mortensen
highlighted three that it
can respond to directly
– penetration and conversion, adapting to the
mobile world, and the
changing dynamics of the
business model itself.
“In 1985, duty free and
travel retail was already
almost 40 years old,”
Juul-Mortensen said.
“But from the customers’
perspective change had

moved at a glacial pace.
The three decades from
1985 to 2014 saw our
industry change beyond all
recognition. Some of those
changes were forced upon
us by new circumstances,
political, social and
economic, all beyond our
control, but strong and
often inspiring leadership – both commercial
and political – has
allowed us to adapt and
to evolve. That is why
we hit US$60 billion of
global sales last year.”
He concluded: “I believe
strong and inspiring
leadership will remain a
critical factor if we are to
meet the challenges that
surely lie ahead of us and
achieve a similar tenfold
growth over the next 30
years – is a US$600 billion
industry feasible by 2044?”

CONFERENCE REPORT
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Alexandre de Juniac,
Chairman and Chief
Executive Officer, Air
France-KLM, is one of
the leading figures in
the aviation industry,
and oversees the
largest long-haul
network on departure
from Europe.
He addressed the
challenges facing the
airline business amid
ever-fluctuating trading
conditions, as Air FranceKLM seeks to build on
its position of leadership
a decade on from the
merger of the French and
Dutch flag carriers.
De Juniac has been in
charge of Air FranceKLM for three years, and
opened by saying that, as
an airline, it is in close
collaboration with the
travel retail industry. He
joined the airline at a
challenging time, when
it was “on the edge of
bankruptcy, so we brought
in a restructuring plan”.
“The first lesson I learned
is that transparency is the
most important thing, as
people know the truth in
their hearts,” de Juniac
explained. “The second
point is we negotiated to
implement our plan for
six months – it took six
months to put together
the plan – speed is of the
essence, you need to move
fast. Thirdly, we made
commitments and stuck to
those commitments.

LEADERSHIP IN
CHALLENGING TIMES
Alexandre de Juniac, Chairman and Chief Executive Officer, Air France-KLM,
offered a unique and timely perspective on the ever-growing challenges
facing the airline business, not least the recent difficulties experienced by Air
France. It was a passionately delivered address, full of fascinating insight.
We did a very simple
thing – we built our
credibility. Until only a
few weeks ago, we did
it without any strikes.
That changed on a new
development plan, not
restructuring.”
Indeed, he candidly
addressed the recent pilot
strike, describing it as “a
crisis” and “unexpected”,
not least the fact that
it lasted two weeks. “It
cost us €500 million in
revenues, and put us back
in the red after three
years of efforts. We had to

Alexandre de Juniac, Chairman and
Chief Executive Officer, Air FranceKLM, candidly addressed the recent
pilot strike, describing it as “a
crisis” and “unexpected”, not least
the fact that it lasted two weeks.

cancel 60% of our flights,
and re-route 50,000
passengers per day.”
Lessons from the strike,
explained de Juniac,
include the need to win
the communication
battle immediately,
“and we did it I think
on the first day, so it
means that the strike
has become unpopular
in public opinion, in
government, and inside
the company – considered something impossible to justify, especially
after the strong restructuring years”.
Secondly, he said, the
airline needed the
support of the government, which they
received. “There was a
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strong unified position
between government,
management, and public
opinion, which is a
strong way to handle this
issue. My recommendation is first to pay attention to communication,
internal and external;
second, timing is of the
essence; and third, you
have to rely on good
people you can trust, and
who will help you when
you need to be helped.”
Pressures on the airline
industry are enormous,
including the rise of the
low-cost carriers, and
the growing Gulf carriers. It is, of course, a
capital intensive industry. Air France-KLM has
a fleet value of €25-26

billion, for example. It is
also a labour intensive
industry and, in France,
one that is heavily unionised, “in which unions
are not always totally
collaborative with the
management,” he joked.
De Juniac also described
the industry as fragile
and susceptible to crises
such as the Icelandic
volcano, the political
crisis in the Middle East
and Ebola.
“In conclusion, I’m
totally unable to give you
general advice, I can only
share experience. The
conclusion I can make is
be yourself, and stick to
what you think is good
for your company,” de
Juniac said.
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come
fall in
love
with us
Stand C-11 (in the blue village)
come see our vibrant and on-trend SS 15 collection

a brand of the Swarovski group

lolaandgrace.com

NICE AIRPORT

Nice Côte d’Azur is an
airport of many distinct
and advantageous
facets. Nestled in the
heart of the Riviera, it
is furnished with one
of the most spectacular backdrops in the
world, and France’s
postcard-perfect
Mediterranean coastline is a region full of
possibility for travellers from all over
Europe and beyond.
As its gateway, the airport
is the first aspect of the
region that the urbane
and affluent voyagers to
the area see and their last
memory when they leave,
and as such, the airport
possesses the unmatched
opportunity to create an
extraordinary journey for
its passengers, knowing
that in return they will
invest in the commercial
experiences that it has
to offer.
This is, perhaps, one of the
reasons why the airport’s
upcoming retail tender
is so hotly anticipated by
the duty free industry. In a
complete renovation of the
airport’s Terminals 1 and
2 that will see more space
dedicated to the airside
aspects of the passenger
journey, Nice Côte d’Azur
is making over the entirety
of its retail and F&B area,
to create a commercial
experience that is
thoroughly in keeping with
the character of the Côte
d’Azur.
Work on the redevelopment of the airport has
already begun – the
winner of the tender for
the airport’s F&B operation has already been
decided upon and will be

TFWA WORLD EXHIBITION & CONFERENCE TUESDAY 28 OCTOBER 2014

announced in December
– and the interest from
all of the world’s major
players in the bidding for
F&B has given Aéroports
de la Côte d’Azur’s Chief
Commercial Officer Filip
Soete confidence that
the level of interest in its
Core Business tender
for Alcohol, Tobacco and
Perfume – to be launched
here in Cannes tomorrow – will be high. His
vision, Soete explained,
is to create within Nice
Côte d’Azur the “most
surprising commercial
experience in a European
airport”. “We are on the
Riviera, and we have the
whole world passing
through Nice, so for us
sense of place will be very
important,” he said. “We
want the airport to serve
as a showcase for local
brands, for brands that
are perhaps less known
today but will be tomorrow, and for really niche
brands that you don’t find
in other airports. We want
to be a bit different to
others – because airport
commercial offers are
often standardised, and
we want to have a more
individualised offer, which
links us again to the Côte
d’Azur and the Riviera.”
It is very important to
the airport authority
that it plays a key role
in the decisions made
surrounding the nature of
its retail experience and
what is featured within its
commercial areas. The
retail offering, it is already
known, will consist of
a core offering consisting of four categories:
Riviera essentials, French
essentials, trendsetting
essentials and airport

Nice Airport is giving a warm welcome to TFWA
World Exhibition & Conference visitors this week
in support of the 30th anniversary.

Filip Soete, Aéroports de la
Côte d’Azur’s Chief Commerical
Officer, has called the
renovations to Terminals 1 and
2, which will open in May 2016
and May 2017 respectively, a
“quantum leap” for the airport.

A TOUCH OF THE
CÔTE D’AZUR
At TFWA World Exhibition & Conference tomorrow, in a meeting
of concessionaires, brands and the press, Aéropors de la Côte
d’Azur will unveil the details of its eagerly awaited retail tender,
part of the forthcoming largest ever commercial renovation
to be completed at the airport. Filip Soete, Chief Commercial
Officer, Aéroports de la Côte d’Azur, explained to the Daily what
the travel roadshow will involve, and just how the airport hopes
to achieve its vision, to create the “most surprising commercial
experience in a European airport”.
essential items.
The renovations taking
place are, by a significant stretch, the most
important commercial
developments ever to be
completed at the airport.
It is also the first time
at Nice Côte d’Azur that
a development project
has centred on the retail
operations of the airport,
rather than the other way

around. The rejuvenated
Terminal 1 is set to
open in May 2016, with
11,000sqm of its area
impacted by the revamp,
seeing retail space grow
by 160%, lounges by
70% and seating spaces
by 60%. In Terminal 2
meanwhile, 23,000sqm
will be updated, with 110%
more commercial space,
90% more seating and
lounges doubled in size, to
open in May 2017.
Tomorrow at TFWA World
Exhibition & Conference,
Soete will spearhead
the airport’s travel
roadshow where, to
a meeting of concessionaires, brands and
the press, he will share
exactly what the airport
is hoping to see in this,
one of the most eagerly
awaited European airport
retail tenders in recent
memory, and what he has
called a “quantum leap”
for the Riviera’s gateway.
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“We have a lot of people
coming here because they
are nostalgic or dreaming of the Riviera, so we
need the kind of offer with
brands that are iconic
for the Riviera, but also
for France,” Soete said.
“When people are departing from Nice the airport
is the last thing they see
of the French Riviera, so
we want that to stay with

them until the moment
that they board. For them
to say, ‘It was great,
and even at the airport
it was great because I
experienced it to the last
moment. And maybe next
time when I come back I
will come fifteen minutes
earlier to the airport
because of these things.’
If we can do that I think
we’ve won everything.”

THE AÉROPORTS DE LA
CÔTE D’AZUR TRAVEL
ROADSHOW FOR
CONCESSIONAIRES,
BRANDS AND THE MEDIA
WILL TAKE PLACE
TOMORROW AT 11:30, IN
AMPHITHEATRE K ON
LEVEL 4, PALAIS DES
FESTIVALS.
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SOCIAL PROGRAMME

Kindly
sponsored by:

The social programme at TFWA World
Exhibition & Conference provides many of the
highlights of the week. The Scene, once again,
features a different DJ each night – tonight DJ
Maggy Smiss will be entertaining the crowd.
Le Premium Evening on Thursday night will
bring the 30th anniversary celebrations to
a fitting crescendo with dinner prepared by
Michelin-starred chef Régis Marcon and a
performance by Chic featuring Nile Rodgers.

Tuesday 28 to Thursday 30 October, 22:00-02:00
Gare Maritime

Party near the
Palais every
night during
the show!

The Scene is conveniently
located next to the Palais
des Festivals, and is firmly
established as the place to
party after hours. Some of
the best DJs on the Côte
d’Azur will keep the music coming, ensuring a vibrant, energetic ambience,
while there is also plenty of space to enjoy a drink, thanks to our generous
sponsors, with friends and colleagues. Make sure you secure access to this
unique venue by purchasing a ticket from The Scene desk (Level 1, Palais
des Festivals) or at the entrance at Gare Maritime.
A special surprise awaits delegates in The Scene on Thursday!
• Entrance with ticket only (please note that your
exhibition badge must be shown)

Thursday 30 October, 19:30
Port Canto
CELEBRATE TFWA’S 30TH ANNIVERSARY IN STYLE AT LE PREMIUM EVENING!
TFWA’s 30th anniversary celebrations culminate
in an unforgettable evening on the quayside.
Master chef Régis Marcon, holder of three
Michelin stars every year since 2005, will
prepare a sumptuous dinner. Chic, featuring the
legendary Nile Rodgers, will then take the stage
for a rousing musical finale.

• Book your seat at Le Premium
desk before 18:00 on Wednesday
• By invitation only
• Part of the full delegate package
• Dress code: Black tie
• A shuttle service will operate
from all major hotels

TC14115_Invit_Pastille_40mm

C H ANGE. YOU CAN.

www.ice-watch.com
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MASTERFUL SPIRITS

Felipe Toro, Export Area Manager,
Rives; Ekaterina Egorova, Export
Director, Legend of Kremlin;
Raffaele Berardi, CEO, Fraternity
Spirits; Juan Miguel Pimentel,
Rives Brand Manager; Jazmin
Hernández, CFO, Fraternity Spirits;
and Claudio Berardi, Sales &
Marketing, Fraternity Spirits.

Over 250 guests
attended the 7 th Spirit
Masters’ awards, hosted
by The Spirits Business
at the Carlton Beach
restaurant last night.
With all the major
spirits companies
attending, this gathering
has built quite a reputation for itself over the
years. The Fraternity
Spirits 99,000 Horas
Anejo carried off the
2014 Tequila Master
award, judged to be
“the nicest tequila ever”
by some. The same
company’s Vodka Boker
won the Vodka Masters’
Silver Travel award.

FIVE FRAGRANCES
Hundreds of guests from travel retail gathered to toast the launch of five new Mercedes
Benz Perfumes fragrances by INCC Parfums at the opulent Majestic Hotel in Cannes
last night, as well as the announcement that the fragrance company will present new
fragrances under the prestigious Monaco label. Head of INCC Parfums Rémy Deslandes
gave an animated speech to a receptive crowd, stating: “Believe me, we are only at the
beginning of two unforgettable stories, see you next year at the same place at the same
time.” Chefs were on hand to whip up servings of bespoke foie gras, crépes flambé and
customised caramel ice cream pops.

Leyla Budini-Gattai, Duty Free Manager,
EMEA; and Ferruccio Ferragamo, President,
both Salvatore Ferragamo.

FABULOUS FERRAGAMO
Rémy Deslandes, CEO; and Thibaud de Vaulchier, Vice
President Sales; both INCC Parfums.

Luxury Italian design house Salvatore Ferragamo invited the gliteratti of the travel retail and the fashion industry
to an exclusive three-course dinner and champagne reception at the Carlton Hotel last night. The label’s President
Ferruccio Ferragamo greeted the brand’s esteemed guests alongside Ferragamo Parfums CEO Luciano Bertinelli.
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BALLY’S FORMIDABLE
DESIGN DIRECTION
Appointed Design Director at Bally in February 2014, Pablo Coppola brings with him more than
10 years of luxury accessories and fashion designer experience.
Coppola has held
leading designer
positions for some
of the luxury fashion
industry’s most
celebrated brands and
visionary designers.
Prior to joining Bally in
2013, Coppola worked
on the Christian Dior
accessories team as
Senior Designer.

In 2010, Coppola was
chosen by Tom Ford to head
the design for the label’s
women’s and men’s accessory collections, including
eyewear. Over the course
of his quickly ascending
career, Coppola developed
a keen understanding of
the relevance of luxury to
today’s clients, creating
covetable and exquisitely

Pablo Coppola was named Bally’s Design Director shortly before the launch
of the women’s Autumn/Winter 2014 collection.

crafted products.
Born in Argentina, with
parts of his childhood spent
in the US, Coppola has an
international background
and is fluent in four
languages. After graduating with his fashion
degree in Barcelona,
Coppola was invited to
attend an exclusive postgraduate programme

Pablo Coppola, Design Director of Bally.

at IFM Paris (Institut
Français De La Mode).
Coppola honed his
design talents straight
away in some of Europe’s
most notable fashion
houses with a position
on the women’s accessories team for Céline
followed by similar roles
at Burberry and Alexander McQueen.
Upon his arrival at
Bally, in a period that
heralds a new chapter
for the brand, Coppola
is working extensively
across the Swiss luxury
label’s women’s and
men’s bags, shoes, small
leather goods, ready
to wear and eyewear
collections. Named
Bally’s Design Director
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shortly before the launch
of the women’s Autumn/
Winter 2014 collection,
Coppola oversees a
15-strong design team
based in London, where
he resides.
Together with Bally’s
Chief Executive Officer
Frédéric de Narp, Coppola
has outlined a formidable
design direction for Bally,
which includes a renewed
focus on craftsmanship
and innovation.
“Bally has such incredible
and unique potential, my
approach is to take the
rich past of this brand
and make it relevant for
today. Our design team
is working closely with a
vision shared by Frédéric
de Narp; we are already

pushing Bally forward
and letting the product
speak for itself. We are
creating a softer style of
luxury where products are
crafted for real people,”
Coppola said.
“Pablo has the capacity to
inspire and bring creativity
both to men’s and women’s
collections – and that is a
very rare quality. Pablo and
I are also very aligned in
feeling the same intuition
and excitement for the
brand’s untapped potential. He gets the brand’s
DNA and has a design
background of pure luxury
that subtly filtrates through
his work in a very sophisticated way. He is integral in
helping us take Bally to the
next level,” de Narp said.

ADVERTISING FEATURE
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BALLY CEO
PASSIONATE
ABOUT
PEOPLE
AND
BUILDING
GREAT
TEAMS
Frédéric de Narp
joined Bally as Chief
Executive Officer
in November 2013,
bringing with him over
23 years of international luxury retail
experience. De Narp
most recently led the
successful turnaround
of Harry Winston Inc.,
the famed American jeweller and
watchmaker, nearly
doubling its sales
over three years and
returning the brand to
profitability.
At Harry Winston, he
revived the values of
the King of Diamonds
(authenticity, craftsmanship and glamour) on
red carpets around the
globe and conceived
acclaimed events such
as the Court of Jewels
recreation, which
gathered the world’s
rarest gemstones
in celebration of the
brand’s 80-year anniversary. These successful
brand-building and
commercial achievements contributed to the

billion-dollar acquisition
of the company by the
Swatch Group in March
of 2013.
Mr. de Narp began
his career at Cartier
International in Japan in
1991, assuming roles of
increasing responsibility
from Sales Associate to
Manager of the Ginza
flagship store in Tokyo.
He then consecutively
held a series of senior
leadership assignments
in Switzerland and Italy,
becoming CEO of Cartier
Italy before taking over
as President and CEO of
Cartier North America in
2005. Over the course of
his career, Mr. de Narp
developed a keen understanding of the relevance
of luxury to the modern
world, building engaging
and meaningful experiences magnifying rare
and exquisitely crafted
products. Passionate
about people and building great teams, he aims
to develop balanced
global distribution
footprints, reaching
audiences through
innovative media

outlets. A member of the
Committee Encouraging
Corporate Philanthropy
(CECP), de Narp serves
on the board of the
Elie Wiesel Foundation
for Humanity and Life
Project for Youth.
Born in Brittany, France,
he holds a Masters’
degree in International
Business from Le Havre
University. Mr. de Narp
resides in London with
his wife and seven
children.
“I am delighted to take
the helm of a brand
with such rich heritage,” he said. “Bally is
162 years old and has
become the leading
Swiss luxury accessory
brand. I am fascinated
that Bally took part in
the 1953 conquest of
Mount Everest, in the
1969 Moon landing and
was one of the first
European brands to
enter China in 1978.
Bally is synonymous
with adventure
and expanding the
frontiers of human
endeavour. The definition of a true pioneer.”

The Corner Bag is designed with a single cut corner inspired
by the gentleman’s corner of a man’s shoe. A sharp distinction
for autumn in embossed Dottie leather, fresh from the Bally
archives of 1935. The Corner Bag is also available in luxurious
pony, lizard and alligator, and in small or medium sizes.

FRÉDÉRIC DE NARP, BALLY CEO.
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BALLY UNVEILS
NEW LONDON
FLAGSHIP STORE
Bally has unveiled its
new London flagship
store designed
exclusively by David
Chipperfield Architects and based on
New Bond Street – one
of London’s iconic,
luxury shopping
destinations.

The opening of the store
is a huge step forward in
representing Bally’s ethos
of timeless functionality
and modernity, whilst
respecting its rich heritage. Indeed, it is Bally’s
first flagship in decades
and communicates its
uniqueness as a brand

THE NEW 4,320 SQUARE
FOOT FLAGSHIP STORE
SPANS THREE
FLOORS OF RETAIL
SPACE AND OFFERS
A UNIQUE
EXPERIENCE FOR
CLIENTS.

and redefined corporate
identity. Every detail has
been taken into consideration – from the revamped
advertisements to new
packaging, collections and
services available in store.
The 4,320 square foot
store spans three floors of
retail space and offers
a unique experience for
clients. The basement
houses the menswear
collection, the ground
floor is devoted to
womenswear and the first
floor to the Made to Order,
Made to Colour and Shoe
Caring Services.
Bally has a strong legacy
of working with some
of the most renowned
architects. Previous
collaborations include
works with Robert
Mallet-Stevens, Andrée

Putman, Le Corbusier
and Karl Moser. With this
in mind, the collaboration on the flagship
with David Chipperfield
Architects, renowned for
its designs, renovations
and concepts, felt like a
natural transition.
The store’s design was
inspired by an archive
image of a Bally store in
Switzerland in the 1920s,
designed by modernist
architect and furniture
designer Marcel Breuer.
Showcasing Bally’s
uniqueness and redefined
corporate identity, the
new store reinforces its
existence as a pioneer
in craftsmanship and
design, as well as
personifying its legacy
rooted in function and
modernity.

BALLY HAS UNVEILED ITS
NEW FLAGSHIP STORE
ON LONDON’S ICONIC
NEW BOND STREET.

STORE
CONCEPT
AND DESIGN
Bally has a strong legacy of collaborating with the
world’s best architects, and it was only natural for
it to work with Sir David Chipperfield and his team
on this venture. Chipperfield is renowned for his
portfolio of designs and renovations including the
Valentino stores and Hotel Café Royal to name a
few. His work represents a groundbreaking combination of institutional concepts and a modern feel
which matches Bally’s vision perfectly.
“Bally possesses an incredible history and a
tradition based on the quality of its shoes and the
leather it uses. The design of the store aims to focus
attention on the heritage of this highly respected
Swiss company and both reflects and emphasises
the appearance and the quality of the Bally product.
The aesthetic of the Bally store recalls those clean
traditions of modernism that have been actively
pursued in Swiss culture,” said Sir David
Chipperfield.
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Dubai Duty Free is a
benchmark for excellence in travel retail.
Since the opening of
Terminal 3, Concourse
B in 2008, its retail
offer has doubled
twice in that time,
and with Concourse D
online next year Dubai
Duty Free’s retail offer
will cover 33,000sqm.
“From Dubai Duty Free’s
point of view, the operation will ensure that we
continue to provide an
excellent overall customer
experience in terms of
product choice and quality,
customer service, value
for money and shopping
ambience as we continue
to grow, expand and
renovate our retail areas,”
explained Colm McLoughlin, Executive Vice Chairman, Dubai Duty Free. “In
the past year alone, we
have done a huge amount
in extending our high-end
fashion offer in Concourse
A, which is dedicated to
the Emirates A380 fleet
and where we operate
over 8,000sqm of retail.
The recent opening of the
Gucci area was followed
by Dior and more recently
Chanel, all of which now
complement the existing
Ferragamo retail area.
The ‘Fashion Boulevard’
is positioned in the centre
of the concourse and we
are very pleased with the
incremental sales this
area is generating.”
Meanwhile, Al Maktoum
International opened on
27 October last year, so
it is early days yet, but
so far Dubai Duty Free
has had very positive
feedback. The new airport
will increase the number
of airlines it serves in due

course, but from a retail
point of view, Dubai Duty
Free has 2,500sqm of
retail space and reports
that the product listing
there seems to work for
the passenger mix. “Al
Maktoum International
recorded sales of over
US$15.3 million, accounting for 1.2% of the total
Dubai Duty Free revenue
YTD,” McLoughlin
explained. “The long-term
plans for Al Maktoum
International at Dubai
World Central are very
exciting and a recent
announcement confirmed
that the project will be
carried out in two phases.
The first phase involves
the construction of two
satellite buildings with
a collective capacity of
120 million passengers
annually, accommodating 100 A380 aircraft
at any one time, and
will take between six to
eight years to complete.
The first phase will cost
US$32 billion. Dubai
Duty Free will ultimately
have around 40,000sqm
when the final project
is completed by the
mid-2020s.”
Other new developments
include a move into
e-commerce. Dubai Duty
Free had a soft launch
earlier this year, and is
now going to ramp that
up as it has more than
3,000 products available for online ordering.
After testing the system
for a few months, the
launch campaign began
in September. “So now
our customers have an
opportunity to browse
our catalogue of selected
products with an option
to pre-order online. The
items pre-ordered will



DUBAI DUTY FREE

DUBAI DUTY
FREE CONTINUES
IMPRESSIVE
GROWTH
Dubai Duty Free expects annual sales to reach US$1.9 billion
this year, following a notably successful 2013, in which,
according to analysis by Generation Research, it regained
its position as the largest single airport retail operation in
the world, based on sales figures of US$1.8 billion. Colm
McLoughlin, Executive Vice Chairman, Dubai Duty Free, outlined
some of the latest developments to Ross Falconer.
be collected from the
airport at either Arrivals
or Departures at the time
of travel,” McLoughlin
commented. “We think
that buying online is
obviously a major convenience for travellers who
may have limited time to
visit the retail offer, and
we therefore think that
this will be a good way to
look at incremental sales.
It is also important that
their online experience
is in line with the service
they receive in the actual
shop, so we have spent
time working on that.”
Dubai Duty Free is also
renowned for its charitable initiatives. Through
the Dubai Duty Free
Foundation, the operation
has continued with its
core work in overseeing
several projects and
most importantly to raise
funds for worthy causes,

specifically those aimed
at benefiting children.
Among the many
charitable initiatives the
operation has supported
this year is the opening of
the US$1.5 million Dubai
Duty Free Sports Complex
at Lycée Jean-Baptiste
Pointe du Sable in Haiti,
as part of the operation’s
support to the travel
retail industry-led Hand
in Hand for Haiti initiative.
The school was built as a
humanitarian response
to the catastrophic
Haitian earthquake of
January 2010.
Following the devastating
typhoon ‘Haiyan’ that hit
the Phillippines in November 2013, Dubai Duty Free
funded the construction of
32 houses to support the
housing project of ‘Gawad
Kalinga’ in Leyte.
“To date, Dubai Duty Free
Foundation has supported

Dubai Duty Free’s
Executive Vice Chairman
Colm McLoughlin
has been named as
a recipient of the
Irish Presidential
Distinguished Service
Awards 2014 for the
Irish abroad, making
him one of a select
group of people, and
the first Irish person
living in the UAE, to be
recognised by the Irish
Government for his
outstanding contribution
to Irish business and
communities abroad.

34 local and 49 overseas
charities since 2004, a
clear manifestation of
our ongoing commitment to the community,”
McLoughlin said.
Meanwhile, among the
sporting highlights this
year have been the Dubai
Duty Free Tennis Championships, the Dubai Duty
Free Darts Masters, and
sponsorship of the race

meetings at Newbury
in April and September.
“From the duty free point
of view, our annual Dubai
Duty Free Golf World
Cup celebrating its 22nd
anniversary this year,
26-27 November, takes
place in Dubai and we are
looking forward to having
a great response from
the industry once again,”
McLoughlin added.

COLM MCLOUGHLIN, EXECUTIVE VICE
CHAIRMAN, DUBAI DUTY FREE: “WE ARE
PLEASED THAT 2014 IS SHAPING UP TO
BE SUCH A POSITIVE YEAR FOR DUBAI
DUTY FREE AND WE ARE LOOKING
FORWARD TO AN EQUALLY BUSY
PERIOD IN THE REMAINDER OF THE
YEAR WHEN WE EXPECT SALES TO
REACH US$1.9 BILLION.”
21 – TFWA DAILY

TFWA 30TH ANNIVERSARY

TFWA WORLD EXHIBITION & CONFERENCE TUESDAY 28 OCTOBER 2014

TFWA 30TH
ANNIVERSARY
CELEBRATIONS
A special 30th anniversary celebration took place yesterday morning on the
concourse in front of the Palais des Festivals.
A ceremonial ribbon cutting was performed by conference keynote speaker Gen. Colin
Powell, USA (Ret.), 65th US Secretary of State, alongside the TFWA Board, and then
followed by champagne and the cutting of a truly spectacular cake.
Erik Juul-Mortensen, TFWA President, said: “A warm welcome to all of you. I would like
to say thank you to all of our partners here in Cannes, without whom this would not be
possible. Our local partners have very kindly provided cake and champagne.”

TFWA World Conference keynote speaker Gen. Colin Powell, USA (Ret.), 65th US Secretary of State,
performed the ceremonial ribbon cutting yesterday morning, alongside members of the TFWA Board.

Transatlantic Airways’ Milana Goulnitskaya and Larissa Fadeyev toasted
TFWA’s 30th anniversary with a glass of champagne yesterday morning.

THANK YOU TO OUR LOCAL PARTNERS
TFWA would like to express its thanks to David Lisnard, Mayor of Cannes, and to the local partners that
have supported TFWA in the context of its 30th anniversary celebrations. These include:
•
•
•
•
•
•
•
•
•
•

City of Cannes
Le Palais des Festivals
Hotels Association
Beaches Association
Restaurants Association FPRBCC UMIH 06
Taxis Association
Cannes Prestige Association
Cannes Rentals Certification
Casino Croisette
Ecole Hôtelière de Cannes & Faculté des Métiers

Gen. Colin Powell, USA (Ret.), 65th US Secretary of State, enjoyed a tour of TFWA World Exhibition,
following his keynote address in the conference.

TFWA WORLD EXHIBITION & CONFERENCE TUESDAY 28 OCTOBER 2014
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THE CONCOURSE IN FRONT OF THE PALAIS DES
FESTIVALS WAS PACKED YESTERDAY ON A VERY
SUNNY MORNING FOR THE 30TH ANNIVERSARY
CELEBRATIONS, WHERE DELEGATES WERE ABLE TO
ENJOY A PIECE OF THE STUNNING CAKE.

TFWA thanks its local
partners for their support
in relation to TFWA’s 30th
anniversary celebrations.

The spectacular fireworks display, courtesy of the city of Cannes,
is always a highlight of Sunday’s Opening Cocktail. This year’s
display provided a fitting tribute to TFWA’s 30th anniversary.

WE WELCOME YOU TO
VISIT PAUL & SHARK AT
RIVIERA VILLAGE RH16

www.diamonfire.com

Inspired by
Diamonds

Hand cut like a genuine diamond.
Handgeschliffen wie ein echter Brillant.

Visit us at TFWA at Hanse Distribution
stand E42 in Yellow Village.

Riviera RG 16
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HEINEKEN
STRATEGIC
INNOVATION
PROGRAMME
Heineken Global Duty Free
has announced a series
of innovations designed to
drive category growth in
the global duty free market,
with particular emphasis on
cruise and ferries.
Committed to driving
increased value for
customers with a
programme of sustained
ongoing innovation, the
Heineken Global Duty
Free team works to
continually surprise and
excite consumers and
meet changing drinking
preferences.
The onboard bar environment can present
challenges in ensuring
the quality of a perfect
draught beer. One of

Heineken’s biggest
investment innovations
yet, BrewLock is a new
100% recyclable draught
solution that ensures a
consistent and outstanding taste experience, by
delivering draught beer

Join us at our stand M32
www.Pt-switzerland.CoM



at brewery quality to
consumers onboard
cruise lines and ferries,
with significantly
reduced logistical and
handling complexity.
While standard keg
systems require
additional gas and
regulator systems to
pull beer to the tap, the
BrewLock system uses
a multi-layered keg that
relies on normal atmospheric air to squeeze
the inner wall and push
the beer through to the
tap. This way the system
is easier to operate and
protects the beer from
outside influences,
leaving it untouched,
ensuring the beer tastes
exactly as in the brewery.
The beer in the inner
lining is completely
sealed in, so the
consumer receives a
fresh tasting, perfectly
carbonated beer. As a
result, the consumer
experience is a perfect
pour every time and one
that is refreshing to the
last drop.

EXHIBITION NEWS

“This is a one-way keg
solution that brings
advancements: the PET
keg and outer cardboard
are 100% recyclable
and also there is no
return journey for the
empty keg back to the
brewery,” Koos Vrijlandt,
Global Manager Cruiselines for Heineken Global
Duty Free, commented.
“This brings about
efficiencies in the
supply chain.”
In comparison to steel
kegs, BrewLock kegs are
25% lighter and therefore safer and easier to
handle, are horizontally
stackable when not
in use, and have a
considerably smaller
footprint in the cooler
and storage.
With the arrival
of Amstel 0.0%
non-alcoholic beer and
an expanded portfolio
of Strongbow ciders,
including four new
flavours, Heineken is
demonstrating a powerful response to evolving
consumer demands

Heineken Global Duty Free has
announced the appointment of
Koos Vrijlandt as Global Account
Manager with overall responsibility
for Cruise Lines.

for more choice and to
explore new options in
beer and cider.
The Heineken insight
programme highlights
that beer drinkers want
the choice of a broader
low or no alcohol portfolio for occasions calling
for a beer experience
with no compromise
whatsoever on quality,
flavour and style.
Amstel 0.0% is an
accessible, light-bodied,
thirst quenching Pilsner

Pt switzerland / Fortune ConCePt
members of

that offers low bitterness and a short length
of flavour, expressing
the traditional qualities
and characteristics of a
true quality Pilsner in an
alcohol-free option.
“Amstel 0.0% is a radical
new interpretation
of alcohol free beer
carefully developed to
deliver great flavour and
instantly challenges any
perception of alcohol
free beer as a compromise choice,” explained
Sean McNaughten,
Manager Global Duty
Free, Heineken.
Meanwhile, Heineken
Global Duty Free has
announced the appointment of Koos Vrijlandt as
Global Account Manager
with overall responsibility for Cruise Lines,
one the company’s key
channels within duty
free. Koos takes on this
role from his previous
position managing the
European ferry sector.

Blue Village
F13

CHILDREN’S ITEMS
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In appealing to children and the adults who buy on their behalf, brands are met with a
unique set of challenges – but also a vast wealth of opportunity. The buyer of children’s
items is a discriminating but highly lucrative target, and here, some of the most
successful brands for children in the duty free channel share the secret to marketing
to one of its most discerning customers.

IN TRAVEL RETAIL’S
PLAYGROUND
In the competitive
children’s items
category, brands must
innovate and deliver
products with true
ingenuity to ensure
theirs is the one to
capture the attention
of consumers – whose
unique shopping
habits and impulsive
decision-making make
the market a fruitful
pool of potential.

“To my mind, the
children’s category is
added business for the
travel retailer because it’s
a new, booming segment
thanks to the evolution
of society’s mentality,”
said Priscilla Beaulieu,
VP Global Marketing &
Sales Director, Millennium
Fragrances (Ambassadeurs Village U5+7).
“In fact, in our society

children are more and
more present, parents
are spending more and
more for their children,
and for a traveller a
children’s item is a perfect
gift, so it’s necessary to
expand the visibility of this
product category in duty
free stores at the airport,
cruise ship, borders shop,
or inflight.”
Millennium Fragrances
manages three brands,
each targeting a different
age range. For Kaloo (for
children up to six years
old) the strategy is to turn
products into the perfect
present for a young child,
while for Clayeux (from six
to 12 years old) a recent
brand revamp has given
a trendy and fashionable
touch to products. For
Kokeshi (from 12 to 18
years old), meanwhile,
Millennium Fragrances

is targeting a new age
category with attractive
bottles, which feature a
trendy doll shape, a fun
message, and a fresh,
Japanese-style fragrance.
“In a fast moving society
we need to be innovative,
that’s why on the travel
market we’ve decided to
emphasise on the miniatures,” Beaulieu added.
“We create different
sets to suit the retailers
and satisfy a demanding consumer who is
constantly searching
for choice.”
Creator of accessories for
adults and children Go
Travel (Green Village K56)
has identified a market
opening in the creation of
items to occupy children
while they are travelling.
“More than ever parents
are under pressure, and
travelling with kids can

01

02

01 Children’s accessories can be problematic
to display and tend to be bulky items, making
them difficult to justify in-store. Go Travel’s
innovative merchandising solution suddenly
opens up this category with easy-to-navigate,
attention-drawing displays.
02 Most of the Air Val International range
has been designed exclusively for the travel
retail channel and is not available in domestic
markets. At TFWA World Exhibition &
Conference Travel Retail Experts is presenting
Air Val’s new gift sets for its Princess, Angry
Birds, Minnie, Mickey and Barbie brands.
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FLY WITH
ME.

THE NEW TITAN MINIMAL ART ULTRA THIN
ONLY 10 GRAMS
Visit us at Riviera Village RE9

CHILDREN’S ITEMS

add to the stress. So, our
focus centres on products
that provide convenience
– kids accessories that
help to make the journey
just that little bit easier
for both parent and
child,” explained David
Lomas, Director of Go
Travel. “Each product has
been designed to protect
or comfort children in
unfamiliar surroundings.”
Dual-purpose creations
such as the recently
launched Folding Pillow
and the multifunctional
Comfort Blanket have
proved very successful for
Go Travel, offering children
a comforting toy and
converting into a practical
pillow or travel blanket.
More than just a selection
of products, Go Travel
offers retailers a concept
that provides a tailored
collection of travel
accessories on easy-tonavigate displays. “We
take the complexity out
of accessory ranging for
the travel retail buyer by
providing a relevant mix
of fast-moving, impulse
purchase products that
draw the consumer
in-store,” Lomas said.
Through an intelligent
mix of merchandising,
attractive packaging and
inspired product design,
consumers are convinced
to pick up a number of
additional items, and
the original intention to
buy one or two low-value
items quickly amasses
into a more substantial
sale. “Typically, our
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Olivier Mariotti, Export Director,
Koto Parfums: “There are many
reasons why travel retail is a
fantastic playground for us. Our
brands stand out by their market
recognition and penetration, and
our products tell stories giving
both consumers and purchasers
real perceived value.”

products are impulse
purchase items, so the
majority of Go Travel’s
appeal lies in designing
innovative products in
eye-catching packaging,”
Lomas added. “Constantly
updating the range with
bright, attractive designs
captures both the parents’
and the child’s attention
in store.”
Go Travel’s pioneering
way of merchandising its
items confronts a major
challenge presented by
the sector to the many
brands vying for space
in a competitive retail
environment where
greater margins are
achieved on products that
require significantly less
shelf space.

“Space is always an
issue,” said Lutz Natonek,
Managing Director,
Travel Retail Experts Ltd.
(Red Village M27), which
is presenting Air Val
International’s fragrance
lines at TFWA World
Exhibition & Conference.
“We are seeing trends in
which the already tightly
dimensioned space for toys
is further reduced, and it
requires a lot of convincing
to safeguard our position.
Children represent a
pretty large market and
to-date they have been
underserved. The potential
is exciting if only retailers would think outside
the usual fragrance and
cosmetics, fashion, and
liquor products.”

As a growing number of
brands enter the travel
retail channel marketing
fragrance and cosmetics
towards children, differentiation, Natonek explained,
is key. “Air Val products
thrive on their uniqueness
and the fact that they are
not available on the local
market,” he said. “Many
sets contain small gifts in
addition to the perfume
– eye shadows, lip glosses,
necklaces, coin purses –so
the idea of promotion is a
thoroughly integrated part
of our concept.”
Natonek said that the
pivotal trend in the
children’s items sector
has been and will remain
gifting – either to entertain a child travelling

with an adult or to delight
a child on arrival. As
such, adding value to a
product is very important,
this could be through
packaging – Air Val’s
Minnie scent comes in a
decorative tin suitcase
– or through a gift with
purchase promotion.
Koto Parfums’ (Yellow
Village B16) Export
Director Olivier Mariotti
described the cultivation of “the guilty parent
syndrome” as being an
important part of the
scent brand’s travel retail
strategy. “We develop
products and offers to
attract their attention
that are easy to carry and
purchase, and offer them
qualitative sets to bring

Millennium Fragrances manages three brands
– Kaloo, Clayeux and Kokeshi – each of which
is aimed at a different age group. Each brand
has its individualised universe, and values to
share with the customer.
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back home to their little
ones,” he said.
Koto has forged a unique
niche for itself in the
children’s items sector,
specialising in miniature
sets, as well as collectibles, that are popular
both airside and onboard,
and its strategy in this
area follows a definite
and clear direction.
Frequent and dynamic
product releases provoke
an excited reaction and
high levels of anticipation
from its customers while,
adhering to the gifting
trend, it strives to stand
out from the domestic
market by proposing high
perceived value offers
that incorporate the
requirements of travel
retail such as encumbrance and shelf visibility.
“While kids are not always
roaming the stores in
travel retail, they do
travel today, alone or
accompan ied,” Mariotti
said. “Retailers also are
more daring on the travel
retail scene, wanting to
build a complete and
alternate product offer
and create experiences
for the traveller, so there
are many reasons why
travel retail is a fantastic
playground for us. Our
brands stand out by their
market recognition and
penetration, and our
products tell stories
giving both consumers
and purchasers real
perceived value.”

SWAROVSKI.COM

QATAR DUTY FREE
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QATAR DUTY FREE’S WORLD-CLASS
SHOPPING EMPORIUM AT HIA
Qatar Duty Free
operates out of Hamad
International Airport,
in addition to an outlet
at Doha Port for the
growing number of
passengers arriving
and departing the State
of Qatar by sea.
The innovative, awardwinning duty free operator
has enjoyed consistent
double-digit growth
year-on-year and is now
the second largest duty free
operator in the Middle East.
At Hamad International
Airport, Qatar Duty Free
offers 40,000sqm of
combined retail, and food
& beverage facilities,
establishing the retailer
as a premier shopping and
dining destination. With
more than 70 retail outlets
offering a diverse selection
of designer labels, fashion,

electronics, gourmet
foods and much more,
Qatar Duty Free at Hamad
International Airport caters
to all passengers’ tastes.
In addition, more than 30
cafés and restaurants offer
a sumptuous selection of
global and local cuisine.
Qatar Duty Free unveiled
truly innovative retail
concepts to delight
passengers with its worldclass shopping proposition
for passengers travelling
through Hamad International
Airport, starting from the full
beginning of operations at
the airport on 27 May.
Qatar Duty Free now offers
passengers unprecedented
access to selected
designer labels, high
street fashions, electronics, gourmet foods and
much more. With bespoke
Qatar Duty Free concepts,
as well as an impressive

array of boutiques from
international brands, the
retail proposition at Hamad
International Airport has
pushed the boundaries
of innovation, redefining
travel shopping to create
an enriching experience for
its passengers.
“Passengers will experience at HIA unique store
environments that have
been designed around
their needs,” said Qatar
Airways Chief Executive
Officer, His Excellency Mr.
Akbar Al Baker. “Based on
our deep understanding of
passenger preferences, we
have developed stores that
are comfortable to explore
and filled with beautiful
products.”
One of these innovative
store concepts is Esquire,
a unique and exclusive
boutique designed by
Qatar Duty Free for the
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fashion-savvy man.
Esquire offers a wide
range of leather goods,
travel accessories, apparel,
unique skincare ranges, and
even the most original of
electronic gadgets – everything for today’s travelling
businessman.
“Another creative store
concept developed by
Qatar Duty Free is the
Marmalade Market, a food
store designed by Qatar
Duty Free for gourmet food
lovers. Marmalade Market
provides the ultimate
opportunity to sample and
purchase the most exotic
foods from around the
world,” said Keith Hunter,

Senior Vice President,
Qatar Duty Free.
And for all things chocolate, there is Chocology,
where passengers will
be introduced to entirely
new and innovative ways
to enjoy their favourite
ingredient, chocolate.
Delightful treats such
as ice cream, chocolate
drinks, and fresh food
dipped in chocolate will be
there to tempt passengers,
while world-class chefs
will carve marvellous
chocolate creations.
The list of innovative Qatar
Duty Free store concepts
goes on with Pulse
(consumer electronics
32 – TFWA DAILY

store), Bumble Tree
(toy shop), Junction (for
contemporary fashion),
Boulevard (high-fashion
accessories), and GMT
(Swiss watches).
And no duty free environment would be complete
without an extensive
line-up of world-class
brands. Passengers at
Hamad International
Airport are spoiled for
choice with boutiques and
stores from the likes of
Bally, Bvlgari, Burberry,
Chanel Watches, Harrods,
Hermes, Michael Kors,
Rolex, Tag Heuer, Tiffany,
Swarovski, Virgin Megastore, and WHSmith.
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BRAUN IS BEAUTY
“Last year was a great
success for Braun in
travel retail,” opened
Marcello Zorzin, Director
of Braun’s travel retail
operations. “We have
experienced growth
across the portfolio in
the high 20s – and that’s
not just as a result of
the movement of the
market or industry
dynamics. It is real proof
that the interventions
we have made in our
market strategy have
had real influence on our
success.” With its name
and products known
the world over Braun’s
global popularity is no
secret, but that is by
no means an indicator
that the enterprising
electronics company is
resting on its laurels.

Rather, it is innovating
in remarkable ways,
and readdressing its
potential in the market,
tailoring its development
to targeting new areas
within its prosperous duty
free division.
Its revolutionary touch
and feel units, personalised displays, dedication
to service training, and
pioneering new generation products – “concepts
the likes of which come
about once a decade”
– are key aspects of its
vision to polish its travel
retail presence. The next
step in its strategy is
to fulfill another need
and provide, for the first
time, real innovation for
women. “We wanted to
really surround ‘her’,”
Zorzin said. “Women

34 – TFWA DAILY

certainly don’t tend
to browse so much in
electrics, and we want to
accentuate the fact that
Braun is not just electrics.
Braun is beauty.”
Fronted by Jessica Alba,
Braun’s new campaign
for women encourages
them to ‘break free from
the ordinary’, and at
the vanguard is groundbreaking new Braun Face
2-in-1 exfoliator and
epilator. Also featuring
a compact miniature
hairdryer and straightener designed with
genuine quality, Braun’s
new collection, Zorzin
said, “means women
don’t have to compromise on style”.

Mediterranean
Village P15
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Enduring and effortlessly recognisable, the
crocodile that adorns the
seminal Lacoste polo
is as iconic a symbol of
contemporary style as
any in existence. But
while the embroidered
animal remains perennially familiar, visitors to
the Riviera Village will
notice that something
about the famous
French clothing brand is
changing.
The Lacoste stand is
the embodiment of the
its newly reimagined
positioning – a premiumised concept developed
with the travel retail
consumer in mind, and
designed to drive the
brand forward in its
vision – to become the
number one player in
the travel retail premium
casualwear battlefield.
The new ‘fewer, bigger,
better’ concept is
pioneered by Lacoste’s
enterprising CEO Asia
Pacific and Global
Travel Retail Jean-Louis
Delamarre, and is the

revolutionary idea that
will take the brand
to a new level, as a
prestigious lifestyle label
known globally for its
quality. “Lacoste has a
long history in travel
retail, and already has
a global footprint, but
what we’re doing now is
leveraging it within the
market, and positioning
the brand to where it
should be,” he said.
Already the new-look
Lacoste retail experience
has opened in carefully
considered airport
locations – in Zurich,
Barcelona, Pittsburgh,
Guangzhou, and Singapore Changi’s Terminal
3 – and its premium
positioning centres
around three pillars.
‘Fewer’ sees the brand
be more selective in its
expansion, striving for
a qualitative presence
in all the world’s major
airports, in locations
that will enable Lacoste
to make its brand statement; ‘bigger’ is the
direction of its store
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FEWER, BIGGER, BETTER

design, with more space
to accurately convey the
quality and style of its
designs; and ‘better’
– describing the way in

which Lacoste will
work with key players
in the industry to
reinvent its portfolio,
particularly with its

first dedicated travel retail
offering of polos, polo
dresses and shirts, which will
launch this coming season.
“If we can achieve this,”

Delamarre said, “then we
can win in this market.”

Riviera Village
RH15
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CHOICE IN CHOCOLATE
“New product development, new product
development, new product
development,” said Butlers
Chocolates Sales Director
Karl Marnane, describing
the clear-cut strategy that
the purveyor of fine Irish
chocolate is taking. “It’s
all about creating that
variety for our existing
customers and showcasing the Butlers brand to
new ones.”
At TFWA World Exhibition & Conference this
year, the renowned
chocolatier is launching
the newest in its range
of indulgent varieties and
successor to the wildly

popular Fruit Truffle
launched in Singapore
earlier this year, Caramel
and Nut.
Much more than merely
a display of its enticing
products though, the
show provides the perfect
platform for Butlers to trial
new flavours, in an international coming-together
of its target customers.
This year visitors to the
stand can try luxury chocolates flavoured with tastes
heavily influenced by the
markets in which the brand
is experiencing growth.
If they prove popular,
the Asian inspired
lemongrass, peppercorn,

coriander, Himalayan pink
salt or even brie and pear
truffles may make their
way into Butlers’ popular
chocolate selections in
the future.
Butlers is also launching
new references in its
bespoke, destinationinspired Gift From range,
for Abu Dhabi, Doha and
India – telling indications
of where it sees potential
growth in the coming
period. 300g bars have
also been added to the
line, which has so far
been personalised for 10
global locations.

Green Village J68

DELICIOUS GROWTH
Since its foundation in
1909, Belgian chocolatier
Bruyerre has been owned
and operated by the same
family, who to this day still
make their own hazelnut
paste to a finely honed
traditional recipe, and
use it in many of their 80
different chocolate varieties. The small company,
though, has big ambitions,
and is increasingly tailoring
its escalating growth to the
travel retail channel, with
new duty free-targeted
products and strategy.
“The confectionery
business is increasing in
airports, and adhering to
that we are increasingly
trying to customise our
product offering to appeal

LUXURY
LOUNGEWEAR
Having launched into travel
retail this time last year
at TFWA World Exhibition
& Conference, HANRO of
Switzerland is a relative
newcomer to the duty free
market, but the designer
of high-end loungewear,
nightwear and lingerie has
a clear ambition for growth
within the channel and a
defined strategy – to place
itself in the most apposite

locations in the international luxury environment.
Brigitte Hardt, Head of
Export, HANRO of Switzerland, explained that the
unprecedented interest in
its stunning creations for
men and women had taken
the brand by surprise,
and that its move into the
airport market has opened
a wealth of opportunity
for the brand. Already it

has become stocked in
the Emirates staff shop
at Dubai International
Airport and, in a milestone
opening, at Zurich Airport,
and has recently signed to
work with Paris Charles
de Gaulle airport in the
creation of three shop-inshop locations, opening in
January 2015.

Blue Village G24
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to travelling consumers,
and the airport customer,”
explained Florence
Boucheron, Export &
Marketing Manager,
Bruyerre. “There is a
great demand within the
market for high quality
chocolate, but more and
more we are enhancing
our presence in low-cost
and budget terminals,
so it is important that we
meet the needs of those
customers.”
Bruyerre has listened to
the needs of consumers
and, in a strategy that has
been expedited by the
easy and quick decisions a
small company can make,
has developed products
for lower price points that

still epitomise the luxury
of high quality of confectionery and are especially
suited to the tastes of the
traveller. Its single-layer
All Truffles and All Milk
varieties and 100g chocolate selections are the first
of its creations made with
the airport environment
in mind, while its limited
editions – Irish coffee is
this season’s speciality – are also proving
popular. The next step in
the brand’s strategy is to
work with its customers to
create bespoke confectionery collections exclusive to
travel retail, and eventually
to specific locations.

Red Village K9
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SNAPPING IT UP
Paul & Shark’s appointment
of Catherine Bonelli to the
role of Worldwide Travel
Retail Director earlier
this year heralded the
start of a newly renewed
focus on travel retail for
the luxury Italian clothing
brand. Its presence in the
channel has expanded
exponentially in the last six
months thanks, in part, to
its highest-quality ‘Made
in Italy’ designs – emphasised on its stand by the
embroidery machine on
which the brand is creating
bespoke designs for visitors
– and in part to a targeted
concentration on making
Paul & Shark “the leading
sportswear brand on the
planet in travel retail,”
Bonelli said.
Bonelli is pioneering
the strategy with Paul &
Shark’s impassioned CEO
Andrea Dini – the third
generation of the Dini family
to take charge of the luxury

sportswear company –
and together they are an
indefatigable team, whose
dedication to expanding in
the channel will soon see
the brand open at Paris
Charles de Gaulle.
Just a few months in,
and Paul & Shark has a
presence in 20 duty free
locations including in
Haitang with China Duty
Free, Xian with Lagardere
Services, at the luxury
concourse in Brussels
Airport, and onboard
Tallink cruiseships. The
unprecedented number of
openings that have taken
place for Paul & Shark in
the last six months are
a positive indication of
the direction the brand’s
progression is taking.
“It has given me a lot of
confidence, but I must
admit I’m also a little
scared,” Dini divulged.
“It’s so wonderful to have
established Paul & Shark

in so many parts of the
world, but it is still very
early for us, and we have
a lot more knowledge to
gain of how things are
done.” The learning curve
may be steep, but for the

team driving forward Paul
& Shark’s global travel
retail presence, it is also
incredibly exciting. And
with so much success for
the company in the early
stages, where does the

man at its helm see the
company in years to come?
“It’s certainly never been
about profit, or volume, or
turnover for me,” Dili said,
“but rather far more about
brand positioning. When I

see Paul & Shark in beautiful airports, between the
world’s luxury brands, I will
be happy.”

Riviera Village
RH16
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FACE THE
EXTREME
Like the world she travels,
the La Prairie woman does
not slow down. Her life is
the very definition of 24-7,
and her skincare routine
must be able to adapt to
the challenges that her
complexion faces. The
two key new products that
the luxury Swiss skincare
specialist is launching at
TFWA World Exhibition
& Conference – the new
Cellular Swiss Ice Crystal
Emulsion and Eye Cream
– have been especially
formulated to nurture skin
that confronts life’s many
extremes, and it is with the
travelling consumer in mind
that its ingredients have
been selected – to nurture
and soothe damaged skin.
“The La Prairie customer
is a global customer,”
said Jaime Maser, Acting
Vice President, Brand and

Public Relations (Global
Communications). “She
constantly travels, and
can’t be pinpointed to one
place – she might buy our
products downtown when
she’s at home, in the airport
while travelling or in a spa
on another continent. She
makes purchases all over
the world, so we need
to make sure that we
have her every possibility
covered, and travel retail
plays a big part in that.”
La Prairie’s products are
created in response to its
customers’ needs. The
White Caviar Illuminating Moisturizing Cream,
launching in March for
key markets in the US
and Asia and in EMEA
in May, was given its
particular properties
as a result of customers in Asia, who sought

a moisturising cream
with a more gel-like
texture. Asia remains
a crucially important
market for La Prairie. It
experienced 16% growth

in the region this year,
and opened new doors in
Haitang and Bali’s Den
Pasar Airport, as well as
downtown in Beijing and
Taipei. Further openings

at Toronto Airport, Doha
Hamad and Sao Paulo
Airport’s Terminal 3 are
testament to the brand’s
continued international
success, as is the double

digit expected across its
portfolio for this year, and
planned for the next.

Riviera Village
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SMELLING
SWEET
Facebook-operated video
games aren’t usually
associated with a sweet
scent, but Air-Val International is changing the
smell name of the game.
Launching the first
ever perfume inspired
by the success of video
game Candy Crush at
the 30th TFWA World
Exhibition & Conference,
Air-Val International is
hoping the launch will
help sweeten its Asian
audience.
Cathy Roland, Travel
Retail & Brand Manager,
said: “This is the first
time that Candy Crush
is making a fragrance,

launching a perfume
that will be available
from 15 November. We
are aiming at clients in
Europe, the US, and the
Middle East.”
Keen to expand the
company’s Asian market,
Roland explained it is
difficult because its
other products, such
as Angry Birds inspired
scents for children, are
not a concept that is
well received in Asia,
compared with the
success of the children’s
line in Europe. She is
hopeful that that the
Candy Crush perfume
aimed at a different

OPULENTLY
ORIENT

MAKING A STAND
Welsh jewellery brand
Clogau’s main focus at
the 30th TFWA World
Exhibition & Conference
is just as much about
the presentation as the
product. After establishing a strong presence
in Europe and China,
Managing Director Ben S.
Roberts has been listening to what shaped the

success of sales in travel
retail, most specifically
airports.
He said: “Retailers are
interested in moving away
from glass to self-select
jewellery, taking away the
human staff element, so
we are selling our selfselecting stands here at
TFWA World Exhibition &
Conference for the first

BAGS OF
CRAFT

demographic will be a
success. “Candy Crush
is for women aged 20-40
years old. We can’t
change the nature of
the market, but for men

and women the Asian
perfume market is much
bigger.

Green Village
M50

While being hugely
successful in the Middle
East, Dubai-based Ajmal
is setting its sights
on the booming South
African and European
markets at this year’s
TFWA World Exhibition
& Conference. “We’re
hoping to expand into
Europe, as well as
having key meetings with
airlines, and trying to
increase airline listings.
We are already strong in
the Middle and Far East,
now we want to focus on
the UK and Paris,” said
Oscar Menezes, Head of
Travel Retail.
As for travel retail exclusive products, the Ajmal
W series was launched
in January and sold

phenomenally well in
travel retail in Dubai and
Abu Dhabi.
Menezes revealed that he
thinks Ajmal’s continued
success is down to having
a nose for a popular scent,
and its longstanding
branding being typically
oriental-inspired, which
is now becoming a trend
followed by larger brands.
He said: “Our fragrances
lend themselves well to
the wood trend, which
have always been using
these notes. As for the
future we are really
hoping to tap into the
booming South African
market.”

time.” Roberts explained
that the company’s stands
can hold an impressive
72 pieces compared
with 20 in a glass case.
“Self-selection stands are
growing, and helping us
to target new countries
where the concept is
already working. In the
past we have had our
own stores, now we want
to sell through places
which are multi-brand
and multi category,” he
commented.

In terms of pieces that
are performing outstandingly, Roberts explained
that functionality is still
a key interest for buyers,
and that the locket is its
best-performing piece.
“The lockets for airlines
work well because they
are functional, and we are
starting to stock them on
JAL and BA as of January
next year.”

Red Village H18
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Milanese leather goods
brand i santi has brought a
colourful collection to TFWA
World Exhibition & Conference, with tailor-made
designs crafted to appeal to
the Asian market. Valentina
Santi, Fashion Designer for
the Italian brand, said: “Our
aim here is to show our
Spring/Summer collection
to travel retail – we are
particularly interested in
showing to Korea, Japan
and Indonesia.”
The company is showing
bags that are reversible so
the wearer can flit between
colourful patterns and
plain, so the consumer can
customise their bag to suit
their mood and purpose.
Santi noted that the brand

pays particular attention
to design and fabric when
trying to appeal to a specific
market: “Colourful patterns
are particularly liked in Asia,
as is natural leather too.”
As the designer, she admitted
that she has to keep in mind
specific design quirks to
appeal to the Asian customer.
“When I design for the Asian
market, the bag has to be
a different proportion and
lightness of material, more
research is required and I
focus more on the leather.
Soft nappa leather and
PVC are materials I choose
to use, which gives you
more ability to work with a
pattern,” she explained.

Blue Village H3

A WORLD OF BRANDS
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PRECIOUS METALS

Swiss jeweller Phantasya
is working well with
airlines and cruise ships,
and is hoping to expand
its presence in airports
in Europe and the Middle
East at this year’s TFWA
World Exhibition &
Conference.
Luigi Ferrari, Travel
Retail Manager for
Phantasya, said the
brand is growing steadily
internationally. “We are
a niche brand with an
international presence.

GENEROSITY HAS
A NEW FLAVOUR
Vis
Blue it us at
Villag
e B7

YOU CAN NEVER BE TOO GENEROUS

Italian accessories brand
Coccinelle explained that
colour and functionality
are to thank for its huge
commercial success at the
30th TFWA World Exhibition & Conference.
Setting its stand out
exactly how a customer
would find a Coccinelle
boutique in any travel
retail outlet, Emanuelle
Maziotta, Head of Travel
Retail, said: “This is the
30th year and the second
year for Coccinelle; we
have designed our stand to
look exactly like a boutique
at an airport, which is a
live demo of what we will
have in travel retail.”
Revealing the company’s
market focus for the
future, he said: “We have
45 points of sale worldwide
in travel retail, and we are
strong in Italy, Europe and
Russia. Asia Pacific is now
our focus, more specifically Hong Kong, and we

We are 13 years old and
our travel retail business
grew by 25% this year,
and the company grew
by 15% in size, so we are
looking to internationalise the brand further all
over the world.”
What he believes is the
brand’s USP is that it
keeps its prices Swiss, and
does not alter these for
any market. “Our prices
are based on domestic
Swiss retail. For example,
our price on All Nippon

Airways is the same retail
price in Switzerland – we
don’t pump our prices up
for Asia.”
Phantasya is launching its
first silver range this year
in Cannes. “Our new silver
range has been very well
received. We hope this
show will demonstrate
we do not do just costume
jewellery, but precious
metals too,” Ferrari added.

Ambassadeurs
Village U4

COLOUR
ME COCCINELLE

are thinking more about
China, Singapore and
the first and second-tier
cities.”
Practicality and vibrancy
are key when it comes to
customers’ purchasing
habits. “Consumers have
less time, so they go to
good shapes with good
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colours. Asia and Europe
are crazy for colour,
fashion is saying blue is
the new black, and all
our bags have adjustable straps and outside
pockets,” Maziotta added.

Bay Village
Bay 1A
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A
‘ FFORDABLE LUXURY’ FROM DAVIDOFF CIGARS
Two new additions to the
popular Nicaragua line
are taking centre stage on
the Davidoff Cigars booth,
while a brand new line for
the forthcoming Chinese
Year of the Sheep is also
being presented.
The intensely flavoured
Nicaragua Diadema is
ideal for cigar aficionados, while the Primeros
Nicaragua allows for

NEW LOOK PAYING
OFF FOR LICOR 43
Refreshed branding and
a new-look bottle for
Licor 43 were unveiled by
Zamora International in
the exhibition yesterday.
The Spanish liqueur is
now available in a taller,
slimmer bottle and Antony

Kime, Global Duty Free
Director, explained that
the new look has received
a 95% approval rating
from consumers who were
asked for feedback on the
branding update.
“The feedback has been

amazing,” he said. “When
you update the look of a
successful product you
have to make sure the
brand doesn’t get lost.
It’s been about evolution
rather than revolution and
it’s been a success.”

Davidoff’s acclaimed
Nicaraguan cigar to
be enjoyed in just 15
minutes, as HansKristian Hoejsgaard, the
company’s President &
CEO, explained to TFWA
Daily.
Hoejsgaard also
highlighted the importance of the Chinese
traveller, and the new
Year of the Sheep line

includes limited edition
cigars in bespoke red
packaging, as well as
accessories including
specially tailored Davidoff
lighters and an ash tray.
At a price point of $250 for
eight cigars, Hoejsgaard
described them as “affordable luxury”. “Cigars are
now the third most popular
gift among Chinese travellers,” he added.

Looking ahead to the rest
of the week, Hoejsgaard
commented: “Cannes is
a beautiful platform for
our customer relations,
it’s a great opportunity
to connect with many
people, and we’re looking
forward to showing off
our new products.”

Riviera Village
RH8

Kime explained that
Licor 43 is already very
popular in the likes of
Spain, Germany and the
Netherlands, while the UK
and Brazil appear to hold
promise. “This company is
family-owned, so we are
very agile and we can take
a very personal approach,”
he added.

Green Village M67
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further announcements in
the not-too-distant future.
Kilmartin described the
new product as ideal for
those who “want a bit more
complexity” from their
tequila, stating that he
has high hopes that it will
contribute to the company’s
continued growth in the
duty free market. This
impressive growth is
highlighted by the fact that
the entire portfolio registered a +12% increase in
the sector in September.

ONE FOR THE
CONNOISSEURS
A new addition to the
Patrón Spirits International
tequila family, Roca Patrón,
attracted a lot of interest on
the first day of this year’s
TFWA World Exhibition
& Conference. According
to John Kilmartin, Global
Director, Travel Retail,
the newest addition to the
impressive Patrón Spirits
International portfolio

perfectly complements the
core range of tequilas and
the Gran Patrón line, and
ensures that the company
“now has a tequila for all
tastes”.
Kilmartin revealed that
deals have already been
agreed to supply DFS and
Dubai Duty Free with Roca
Patrón, while he expects
to be in a position to make

PREMIUM
APPROACH

Green Village
H36
“One partner, four premium
brands.” That is the
message being promoted
on the Valrhona stand at this
year’s show by the French
luxury chocolate manufacturer. The new concept
brings Valrhona together
in partnership with French
brands Weiss and Mademoiselle de Margaux, as well as
Swiss brand Villars, to offer
a premium portfolio.
“The three brands perfectly
complement the Valrhona
brand,” explained Marion
Humeau, Travel Retail Sales
Manager, Valrhona. “Our
main message is that these
are all premium brands, but

at the same time each of
them have their own identity.
“In the meetings we’ve
had, we’ve been securing
Valrhona’s position but also
talking about this premium
multi-brand concept. This is
very important because you
find now that people are not
just looking for new products,
but also new concepts.”
Also being displayed on
the stand is the new-look
Valrhona packaging, which
has been launched in time
for this year’s TFWA World
Exhibition & Conference.

Riviera Village
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WELCOME APPRECIATION
FOR RITTER SPORT
Ritter Sport has three
new products to present
to visitors, and Katharina Tyrolt, Global Travel
Retail Manager, revealed
that she was pleased
with the “very positive
reaction” all of the
products had received at
the end of the first day
in the exhibition.
Among the new products
for the travel retail
market is Choco Cubes,
presented in an attractive tin box, as well as
a five-piece selection of
65-gram bars. All of the
new products will be on
the shelves from April
2015.
“Ritter Sport is available
in 100-plus domestic
markets, but the travel

retail exclusive items are
still quite new, so it’s
great to see the buyers
showing appreciation for
being offered something
different,” Tyrolt said.

She also explained that
as well as presenting
the new products to
existing partners, Ritter
Sport is looking forward
to meetings with

FLEMINGO NOT
AFRAID TO BE
DIFFERENT

potential new customers
during the remainder of
the week.

Green Village
L39
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The Flemingo International team: Paul Topping, Director/
Board Member; Atul Ahuja, Group CEO; Carlo Bernasconi,
Director – Member of the Board; and Simon Forde, Group
Chief Operating Officer.

Flemingo International
hosted a party at ‘Be
First’ in Cannes yesterday evening, where the
company outlined its
vision to continue its
rapid expansion. Since
Flemingo unveiled its
new branding here
in Cannes two years
ago, it has expanded
into LATAM, the Caribbean and Asia, and
has opened more than
50 operations in 13
countries.
Among these is a joint
venture with DFS at
Mumbai International
Airport, while operations have also started
at airports in Brazil,
Paraguay and Abu

Dhabi, to mention just
a few. Referring to
the impressive growth
trend being experienced by the company,
Paul Topping, Director/Board Member,
Flemingo International,
commented: “It’s an
element of serving
the opportunities as
they come, but also
it’s about understanding the markets. For
instance, we have
a CEO in Africa, a
dedicated team in
Poland… we don’t just
try to manage things
centrally. We believe
we’re different, but you
have to be to do well in
this business.”

www.leonidas.com

RR-081418 Annonce The Moodie 228x163.indd 1

Break free from category restrictions.
Beauty products for shiny hair and radiant skin.
Visit us at TFWA World Exhibition 2014 • Mediterranean Village / P14
Contact us for beauty POS solutions: Klaus Mellin • mellin.k@pg.com • www.braun.com/global

24/10/14 09:06

EXHIBITION NEWS

TFWA WORLD EXHIBITION & CONFERENCE TUESDAY 28 OCTOBER 2014

ELECTRIC
EVOLUTION
To succeed in electronics, retailers must
consistently push the envelope. That’s
according to Capi Global, which maintained
its reputation for pioneering electronic
goods yesterday with the launch of a new
wearable technology. “Electronics is a sector
that changes rapidly, so we have to change
our assortment all the time,” explained
Arden Kuijper, Corporate Communications,
Capi. “We have to continuously think how to
be a leader and a trend setter.”
With this in mind Capi unveiled the Jawbone
Up yesterday, a wearable wrist device that
links to an app to help users keep fit. “They
measure how many steps you have taken,
how many calories you have burned and
when during your workout you are at your
strongest,” said Kuijper.
The device links to a related app, which
helps deliver the data via smartphones
and tablets. Capi is also using the show to
promote another line of wearable technology developed by Mitone. The Smart Gear
SG10 is a svelte wristwatch that connects
to mobile phones and allows users to read
messages, check the weather and see who
is calling them.

Blue Village G31

LANDMARK PRODUCT
Lego could hardly have launched a
more fitting product at TFWA World
Exhibition & Conference yesterday
– a model of the Eiffel Tower.
The product is part of Lego’s
new Architecture line, which
celebrates other iconic
monuments such as Big Ben,
Brandenburg Gate and the
Leaning Tower of Pisa. “This is
perfect for travel retail,” said
Annette Rosendahl, Lego’s Travel
Retail Manager. “We have already
had a lot of interest – Glorious
Britain has taken Big Ben in its
airport shops and Heinemann
has taken Brandenburg Gate.”
The Architecture line is a
collaboration between Lego and
the architect Adam Reed Tucker.
“Each product comes with a
little book giving information
about the building,” said Rosendahl. “It’s perfect for travel retail
in the countries where those
buildings are found – I think
they will be a popular impulse
purchase at the airport.”
Other landmarks in the line
include the Sydney Opera House
and Empire State Building.

Marine Village S1
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CONSOLIDATING
ELECTRONICS
Travel Retail Innovations
has made few changes
to its comprehensive
electronics line-up this
year, opting to concentrate
on maximising partnerships and making specific
offers to operators based
on space and demographics. Now focusing solely
on electronics, the Dutchbased company works with
30-plus brands such as
Sony, JBL and Tylt, and has
been helping Sennheiser
and Innergie in particular
to connect better with
consumers in airports.
Travel Retail Innovations’ Pascal Lammers
said: “People who buy
Sennheiser know the
brand and are dedicated to
buying this kind of brand.
We are here to reinvigorate
the sales in two areas in
particular – the Sennheiser
in-ear products and the
Innergie range.”
Sennheiser sales have
been buffeted by strong

King’s Tobacco International hosted the
launch of the Falcon
luxury cigarettes brand
yesterday. The Bulgarian
producer has a much
larger stand this year – a
sign of its triple-digit
growth in travel retail since
last year on its existing
brands – the superfeminine Corset cigarettes
and King and King Onyx.
“Since this time last year
our travel retail business
has more than tripled due
to trade partnerships as
well as brand development,” said Christopher
Powell, Head of Global
Travel Retail, King’s
Tobacco.
The classic King range
now comes in an innovative fresh pack with a
new charcoal filter added
– a feature that creates a
smoother smoke, popular
with the Asian market in
particular.
Falcon is an interesting
brand. Created from the

competition in the domestic market, but in travel
retail the brand has many
strong in-ear products
that are doing well. The
Innergie Pocket Cell
charger and multi-connect
product with Magic Cable
Duo comes in new colours
white, metallic blue, red
and black. The Innergie
Life Hub meanwhile is
the ultimate charger that
can take three devices
at once, with a 3m cable
extension that brings the
charger to you, rather
than the socket.

Lammers said electronics
don’t usually have the
short lifecycle or difficult
technical requirements
that retailers tend to
assume, especially when
it comes to accessories.
“With our brands the risk
is reduced,” he said. “For
headphones the lifecycle
can be two years. But we
are telling the operators
they need to work with a
good partner to execute
the electronics portfolio.”

Yellow Village
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ULTIMATE
LUXURY

start as a true luxury brand
– rather than an existing
brand that has tried to go
upmarket – its cigarettes
come in an embossed blue
packaging and a unique
cubed 200-carton.
Falcon comes in four
variants with domestic
launches happening now
in the Balkan countries,
some key West European
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markets, the Middle East,
Asia and the travel retail
channel coming next. The
Falcon branding has a
natural cultural appeal for
the Gulf duty free operators, and one major Middle
East retailer has already
signed up as of day one.

Marine Village
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The major focus for
Italian fragrance house
Mavive this year is on its
enchanting and extensive
Merchant of Venice
collection. The company,
which counts Police,
Zippo and Pino Silvestre
amongst its licenses, has
moved in a strong new
direction with artisan
fragrances and leather
goods, all based around
the historic spice, silk
and perfume oil traders
of Venice in the 16th
century.
Merchant of Venice
started as a museum
collection launched in
October, and Mavive
created the city’s first
perfume museum for
the product, based on
extensive research. A
museum shop and a
Venice airport standalone
shop followed and tested
the brand, which is
now ready to pick up its
activity in duty free and
domestic markets.
“This is a good example
of a territorial market
– Venice – that has

THE SPIRIT OF VENICE

Crumpled City™

Red Village
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TRADING ON HISTORY

�Soft city maps for urban jungles

The Crumpled City™ Maps are the lightest maps in the world!
Indestructible, soft and waterproof, they can be crumpled, squashed
and crushed into a ball.
They are easy to use, more fun and inspire more freedom than digital
maps and gives a new meaning to travel experience. They have a
completely new look, from the street mappings to the colour scheme.
Each city map has a special list of Soulsights: places speciﬁcally
chosen to move, touch and inspire the modern traveller.

NEW!

an infinite origin and
history. Out of this we
feel we can make a
really big success in our
sector,” said Mavive’s
Massimo Vidal.
The collection consists
of 40 single aromas
such as Oriental Delice,
Cedarwood and Frangipani – the museum
collection, and six main
fragrances with their
own distinctive packaging, themed around the
Murano glassmakers of
Venice.
The single aroma artisan
fragrances are priced
at €40 for 50ml. “Each
fragrance is based on
a tailor-made development,” said Vidal. “The
only reference we made
with it was toward
something new. With
500 new fragrances
launched every year in
the market, to really
make something, you
have to do something
really innovative.”

101-year-old Belgian
chocolate maker Leonidas
has been renewing its
focus on its original
quality and brand values.
It opened its first coffee
shop and chocolate
concept in Antwerp in July
this year and, following
testing, this chocolateF&B combination is being
made ready for airports.
Filip Van de Vyver, Leonidas’ International Sales
Director, said the Amsterdam Schiphol Airport
flagship store opened
in 2011 has truly proved
the concept, combining
modern and traditional
design ideas with royal
blue branding.
Van de Vyver said that in
the airport locations that
feature the new branding
– a heritage back wall and
artisan chocolate counter
in various forms and sizes
– uplift on sales has been
40% to 50% a year. This
is the major message for
operators this week.

“We are seeing more
and more interest in the
full store concept,” Van
de Vyver said. “It’s what
the consumer wants. It’s
better for story-telling and
the salesperson can give
more explanation.”
The chocolate-coffee shop
concept has four modules:
Loose pralines, ‘cold

BLUE VILLAGE - #F22
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seductives’ (ice cream
and fruit dips with an
element of theatre), as
well as pastries, muffins
and tarts and hot and cold
drinks. The café concept
will be ready to roll out
worldwide and in airports
from next year.

Blue Village D24
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ROLL
WITH IT
While EU legislation
hangs over tobacco
brands selling in Europe,
J. Cortès remains bullish
about its travel retail
business on the continent.
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“Our competitors aren’t
offering this format,
which is something in
between a cigarillo and
a cigar,” said Thomas
Gryson, Export Manager,
J. Cortès. “This is a great
product because it is
exclusive and can offer a
very nice margin.”
J. Cortès is also showcasing its Neos line of
flavoured cigarillos, which

The cigar manufacturer
has enjoyed solid growth
in European travel retail
and hopes to boost that
with the launch of a new
line, Selection, which it
says will occupy a gap in
the market.
Selection boxes feature
50 natural tobacco cigars,
which are packaged in an
attractive metal case and
come with a luggage tag.

have helped the brand
boost travel retail profits.
“We have had a lot of
interest from Asia and
Eastern Europe and we
are hoping to talk to
some big operators here
in Cannes, which is a
good show for us,”
said Gryson.

Marine Village
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MAIDEN VOYAGE
Rituals is making its
TFWA World Exhibition
& Conference debut this
week – and is wasting no
time making its mark.
The cosmetics brand
has used its first show
to launch a new line of
cosmetic products
which are exclusive to
travel retail.
The brand’s new travel sets
feature a premium collection of personal grooming
products, which Rituals

stores and around 70
gondolas.”
Rituals hopes to finalise
deals for more airport
outlets at the show.
“We have plans to open
another store in Schiphol
Airport next year and
there are more shops in
the pipeline,” said Ebbutt.
“Cannes is an efficient way
to spend our time.”

expect to fill a gap in the
current cosmetics market.
“We believe there’s an
increasing demand for
high quality products at
mid-market prices and
I think we fill that gap,”
said Neil Ebbutt, Director
Wholesale – Travel Retail
at Rituals.
“This is our maiden voyage
– our first time here in
Cannes – but we already
have a presence in travel
retail with five stand alone

Red Village
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TEDDY TAKE-OFF

® by Dufre, has the mission to promote
the excellence of Made in Italy in the
Duty Free and Travel Retail Market.
The Italian companies that have already joined GOODBUYITALY® project and present in
our booth, are:
Caffarel
(confectionery)
G. Cova & C.
(cakes)
Agnoni
(oil and vegetables)
Delicatezze della Riviera
(DOP olive oil)
Io Cuoco
(food & fashion)
Manicardi
(balsamic vinegar)
Pastificio Di Martino
(pasta of Gragnano – Naples)

Ntry

New e

Dufre staff will be proud to welcome you at the
booth “ Yellow Village F 48 ” in order to show
GOODBUYITALY® selection.

Dufre S.a.s. - Italy
info@dufre.it - www.dufre.it

The soft toy sector is
cherry ripe for development and Aurora World
believe its teddies will
take off in travel retail.
A new exhibitor at TFWA
World Exhibition &
Conference, the soft toy
manufacturer is showcasing its pilot themed teddy
bears at the show, which
can be customised for
different airlines.
“We are very well

established as a retailer
across the globe and we
have recently launched a
travel retail division,” said
Nigel Layton-Hill, Sales
Director, Aurora World
Ltd. “We have identified
the soft toy sector in travel
retail as an area that is
ripe for growth and we
shall be busy in Cannes
cultivating relationships
with airlines, ferries and
duty free businesses.”
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Peanuts “the pilot” is
a new cuddly toy line
developed by Aurora World
Ltd exclusively for travel
retail. However, the brand
is also exhibiting products
from its Yoohoo & Friends
and The Gruffalo series,
which are based on the
eponymous animation
programmes.
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A LUXURIOUS DIRECTION
Italian liqueur producer
Illva Saronno has taken an
innovative new path with the
launch of the new Disaronno
Riserva at the show yesterday. Bringing the spirit of
Speyside, Scotland, down
to Saronno, Italy, and on to
Sicily, the limited edition
Disaronno Riserva marries
the classic Disaronno liqueur
with Scotch whisky aged in
Florio Marsala casks.

The ageing process takes
place at the Cantine Florio
wine cellars, located in
Marsala, Sicily, and owned by
Illva. Due to their proximity
to the sea, the temperature
and humidity in the cellars is
said to achieve the optimum
ageing process.
At a retail price of €300, the
bottle and packaging are
exquisite but also ultracool – the black cube in

its casing reminiscent of a
giant scent bottle.
Augusto Reina, CEO of Illva
Saronno, said: “We are
thrilled to have revealed
our exclusive and premium
edition of Disaronno this
week. This edition is very
special to us as it is an
expression of our innovation,
commitment and passion.”
For 2014 the company is
also partnering with fashion

CHOCOLATE WITH A
PERSONAL TOUCH
Chocolat Frey’s Message
for You line is in Cannes for
the first time, and set to go
prime time. The pack with
the brand’s classic chocolate praline and unique
customisable greetings set
is the result of a threeyear project to explore
gift-giving and consumer’s
desire to be able to give a

PRIME TIME
FOR CELEBRITY
FRAGRANCES
US fragrance house
Parlux is continuing to
build on the success
of its existing celebrity
franchises Sean John
(Puff Daddy), Pitbull, Paris
Hilton, Jay Z and Paris
Hilton amongst others.
Rihanna’s new Rogue

for Men has been out
for a month in domestic
markets but is new to
travel retail, while the new
Rogue Love by Rihanna
will be launched at the
end of the year.
The US designer fragrance
collection Vince Canuto is

expanding, with the new
Bella line being presented
to distributors now for
launch at the end of the
year. The Sophia Vergara
women’s fragrance is
also expanding and the
collection saw a new
global launch in Colombia
recently.
Rogue Man by Rihanna is
a citrus, herby fragrance
with pepper notes in
seductive packaging. The
first Rogue by Rihanna
for women is a flirty,
sensual oriental fragrance
with a blend of jasmine,

SWEET CHARITY
The South African spirits
producer, Amarula,
launched a new liqueur
chocolate at TFWA World
Exhibition & Conference
yesterday, in association
with Swiss chocolatier,
Goldkenn.
The chocolates are a
travel retail exclusive

and all profits from the
product will go towards
the conservation of
elephants, which are
being poached at an
alarming rate.
“Royalties from all sales
will go to the not-for-profit
Amarula Trust,” explained
Marius Fouche, Head of

Travel for Distell. “The
trust runs job creation
programmes and funds
research into African
elephant behaviour, which
helps develop conservation
action plans in southern
African game parks.”
Fouche and Yves Linder,
CEO of Goldkenn, signed

house Versace for a second
limited edition Disaronno.
With an initial launch in
travel retail this month,
the new bottle builds on
the success of the first
Moschino limited edition.
It’s timed to be ready for
the Christmas gift-giving
season and domestic retail
will follow in November.

Red Village K1
personalised gift that is
“from the heart”.
Point of sale combinations
are here on show for the
first time. A gondola with
lots of moving parts for
travellers to get their
hands on the bright red
word-blocks, and wall
units in different variants.
Johanna Lackhoff, Brand
Manager-International
for Chocolat Frey,
commented: “It has
become something which
is rare in the confectionery
world. The point of sale is
naturally important since

plum and patchouli that
captures Rihanna’s style.
Parlux Senior Sales
Coordinator – International Sales Carola
Molina said that sales in
the celebrity fragrance

the deal to produce the
chocolates at TFWA World
Exhibition & Conference
yesterday. “It’s a great
synergy between one of
the top brands in South
Africa and one of the top
brands in Switzerland,”
said Linder.
The chocolates will
be available from
February 2015.

Green Village
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the product is something
different that requires
explanation. But once the
customer gets it, they
like it.”
Claudia Rosenberg, Head
of Travel Retail, said
retailers have already
been pushing for deliveries in time for Christmas,
ahead of the March 2015
full launch.
“We are checking to see
what we can do to fulfill
their needs,” said Rosenberg. “We are also using
this week to take input
from different regions

category are dramatically
ahead of the overall trend.
“Kenneth Cole Mankind
has been a big success
since we launched it at the
beginning of the year.”
It’s sometimes said that

on their needs. Certain
themes and colours,
such as white, connect
with some cultures the
wrong way. Currently
we are seeing growth in
all our lines exceeding
the category. This is the
result of all our improved
packaging and our work
with the newly-formed
team based in Singapore,
the Middle East, the
Americas and the new
European position who are
here with us this week.”

Blue Village H27
celebrity fragrances have
a short lifecycle that
requires constant promotion, but Molina disagrees.
“The short lifecycle is not
the case, especially with
Rihanna or Paris Hilton,”
she said. “The Paris
Hilton Limited Anniversary Edition launched at
the end of last year to
celebrate 10 years. The
original Paris Hilton With
Love was a major global
success.”

Green Village
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COVETABLE COOKIES
Sharing a 30th birthday
with TFWA World Exhibition & Conference,
Jacobsen’s Bakery is back
in Cannes to remind us
that no matter how you
take your tea or coffee – it
doesn’t really hit the spot
without a nice cookie
accompaniment.
“Ours are traditional
Danish cookies – and
we really are one of
the only serious cookie
makers,” said Jan
Jacobsen, Managing
Director of Jacobsen’s
Bakery Ltd. “Travel retail
is still relatively new to our
business but we have been
very successful. We sell
more than 30 million tins
annually across the globe
and cookies are an underexploited sector in travel
trade – so you can see the
potential for this side of the
business is enormous.”

Jacobsen’s strategy of
regular releases of travel
retail exclusive tin designs
for the trade, including
Cute Teddy Bears and
Disney designs, has paid
dividends, and the brand
is doing particularly well
in Asian travel markets,
where the name ‘Jacobsen’s’ is synonymous with
Danish cookies.
Jacobsen’s is exhibiting
its strengths and lines

including the Traditional
Danish line of tins filled
with butter cookies that
melt on your tongue, the
Tivoli line of cookies with
muesli and dried fruit, and
five new designs of Disney
tins with chocolate chip
cookies including Disney
Minnie Mouse and Mickey
Mouse, Cars, Fairies and
Princesses.
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SWISS
SOPHISTICATION
La Colline International is showcasing
the distinctive Swiss
values, ingredients and
technology that dictate
the luxury skincare
brand. “We are all about
quality, craftsmanship
and attention to detail.
We want to show what
makes Swiss different,”
explained Cyril Valtat,
International Sales
Manager.
Founded in 1997, the
brand is now particularly
well established in the
Far East, with especially
strong brand recognition
in Hong Kong and China,
and is looking to enter
the travel retail market to
cater to Asian travellers.
The anti-aging beauty
treatments all share
in common the CMH
Complex that encourages quicker cell metabolism, reducing free
radicals and boosting
oxygen. La Colline International is reinvesting

in biotechnology and
dermatological research
through its recently
announced fellowship
agreement with the
University Hospital of
Zurich.
Attention to detail is
evident in every part of
La Colline International’s
presentation.
Rose gold packaging
includes hand-folded
elements, and product
display units feature
couture legs inspired
by jewellery tables,
having been dreamed up
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by a designer who has
created retail solutions
for the likes of Cartier
and Rolex. A real nose
in Grasse composed
the parfum used in its
serums and elixirs. “We
will select partners who
will understand what a
niche brand as singular
as ours requires. In
meetings so far visitors
have been impressed by
our differentiation – the
‘wow effect’,” said Valtat.

Yellow Village
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The value of TFWA World
Exhibition & Conference is
crystal clear to Marcolin
Eyewear, after a first day
packed with appointments.
“It is absolutely essential
that we are here. It is
simple – it remains the
most important event for
travel retail in the world. It
is always a good opportunity to make contacts and
meet with new and existing partners,” explained
Chiara Polverini, Duty Free
& Travel Retail Manager at
Marcolin.
Marcolin distributes
eyewear under prestigious brands including
Balenciaga, Diesel, Tod’s,
Tom Ford and JustCavalli.
Following an important
merger with Viva Group in
the past year, it is the first
time at Cannes Polverini
is showing Guess designs
that have joined the
stable. “We are presenting
a strengthened company
with renewed energy. Our
focus in on remaining at
the top and delivering
quality in the market. We
are incredibly busy this
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LUCKY
SHADES AHEAD CHARM

week – like the travel
market it is more fastpaced than ever before,
but that is what we are

here for and we do it with
pleasure,” says Polverini.

Yellow Village B19

Pandora is celebrating
its sixth appearance at
TFWA World Exhibition
& Conference in what
has been another highly
successful year for its
travel retail business. “Our
cruise industry is really
developing so rapidly, it is
fantastic. The same goes
for our airline business.
At the moment, whatever
objective we set for development in our minds we
are reaching six months
ahead. We have surpassed
our own expectations by a
million miles,” said Julian
Mullins, Pandora’s Vice
President Travel Retail.
“That is down to our good
people and our partnerships. If you look at the
who’s who of travel retail,
we are partners with all
of them. They understand
our value and the role
we can play in enhancing

their own portfolios.”
The jewellery brand
synonymous with highly
giftable charm bracelets
is showcasing its Starry
Night Winter 2014 collection ahead of global
launch on 1 November.
In addition to covetable
charms featuring micro
cubic zirconia stones,
sterling silver and 14
carat gold, the range
includes cocktail rings,
dazzling pendants and
pretty studs, which all
take their inspiration from

the skies above.
“I think we are really
lucky to be in this sweet
spot of affordable luxury.
We are helping travellers easily capture
those unforgettable
holiday moments – like
a photo album you can
wear around your
wrist,” explained Maria
Højgaard, Marketing
Manager, Group Export
and Travel Retail.
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BOOMING IN
ASIAN DUTY FREE
Piquadro, the highly
technical and elegant
Italian leather maker,
is known for colourful
business bags with unique
pockets and features.
Although it’s the leading
brand for briefcases and

small accessories in its
home market – built over
15 years – it has only
recently started to make
major inroads into some
new export markets across
continents and duty free
and travel retail in general.
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The company last year
recorded revenues of €63
million, €53 million of
which was made in Italy.
It has been expanding
in Europe over the last
five years, especially in
Russia, Germany, France
and Spain, but recently
the pace of growth has
picked up, the company
says. “We have a very good
pipeline of expansion on
the travel retail side,” said

Marta Mischiatti, Piquadro
Export Area Manager
for Asia Pacific. “We are
an Italian brand with real
quality Italian leather.
We like to describe it as
functional and premium
positioning, and very high
tech. With our products you
need to open it to find many
useful compartments.”

Blue Village
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SMALL
COMPANY,
BIG IDEAS
“We like innovative
brands,” explained Rob
Nichols, Managing Director, World of Patria. “We
believe in those kinds of
brands and we support
them, even if I am not
always sure the industry
agrees.” Nichols doesn’t
mind being a pioneer,

and has teamed up with
Italian consultancy UAB
VSF to bring some lesserknown but interesting
Italian wines to the travel
retail market. These
include wines from Tasca
D’Almerita and Cantine
Due Palme, that are well
known in Italy – sold

through hotels and
Michelin-starred restaurants – but not outside,
being brought to travel
retail for the first time.

THE BELGIAN CHOCOLATE
WITH A STORY

STARBROOK AIRLINES

MEDITERRANEAN VILLAGE – N19
info@starbrook-airlines.com • www.starbrook-airlines.com

“We were looking for
quality Italian wines to
add to our French wines,”
explained Nichols. “We
were also looking for

wines with a history of
domestic distribution and
credibility.”
UK company World of
Patria is showing its
part-owned Face Matters
skincare range for the
second time in Cannes
this year. It also has its
extensive portfolio of
wines and spirits, supplemented this year by some
new quality Italian wines
and a 29% ABV toffee
vodka Topka.
Face Matters, a high-end
skincare and collagen
line, recently achieved a
breakthrough listing with

Virgin Atlantic for its Balm
and Elixir products. This
is for preorder followed
by a further roll out being
planned for next year.
Also on show this week,
exclusive to World of
Patria in travel retail, is
the completely new Nicki
Minaj Myx line of moscato
wine-based premixes.
These party drinks are
aimed at young females
and come in coconut,
moscato, and moscato and
peach flavours.

Blue Village
G13

A FLYING START
Dolphin Innovations had
already had promising
conversations with a
number of European and
Asian airlines by the end of
its first day debut at TFWA
World Exhibition & Conference. The young company
offers a smart solution to a
modern problem faced by
frequent travellers with its
TruVirtu Aluminium Wallet.
TruVirtu products protect
contactless cards against
illegal radio frequency
scanning that can leave
personal details vulnerable,
as well as demagnetisation of the magnetic strip.
Furthermore, they are highly
desirable accessories with
instant appeal to techsavvy business travellers.
“Industry insiders and
travellers are aware of
RFID technology and the
problems it can pose but
they aren’t yet aware we
have a stylish solution.
Now we just need to get it
placed where the people
who need it can see it,”

explains Katrin Mengel,
Co-Founder and Marketing Director of Dolphin
Innovations.
The product arrived in the
duty free and travel retail
market in Singapore Changi
and is already present in
airports across Europe
and Gulf regions. Dolphin
Innovations has already
had interesting talks with

58 – TFWA DAILY

two big European airlines
and one Asian carrier about
inflight business. “The size,
presentation and price point
of the product is very attractive to them. It is our first
time here and we already
know this is where we need
to be,” Mengel said.

Riviera Village
RJ20
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RIO APPEAL
Underberg is this week
introducing its Brasilberg
brand to travel retail
partners, following a
successful domestic
launch in GermanicNordic markets around
this summer’s World Cup.
Brasilberg’s story began
when Dr Paul Underberg, a keen explorer,
settled in Brazil in the
1930s. Beguiled by the
healing properties of
indigenous Amazonian
herbs, he turned to them
to produce the sort of

digestif the family was
famed for when trade
was hampered during
the Second World War
– Brasilberg was born.
More than 70 years later,
President of the Board
at Underberg Hubertine
Underberg-Ruder is
proud to be introducing
the brand to travel retail
clients. “We will be
integrating Brasilberg
into yearly talks with
clients and are optimistic
it will be in the next
listing period.”



Germany’s best bartenders, Underberg’s “godfathers of the herbs”, have
been getting excited
about the possibilities
too, inventing a number
of new cocktail recipes
with the fruity, herbal
digestif to join iconic
Rio Negroni – a cooling
marriage of Brasilberg
and tonic water enjoyed
in Brazil.
Underberg was a founding member of the TFWA
and Jürgen Scholz, Vice
Export Director, has
been active at every
TFWA World Exhibition
& Conference of the
last 30 years. President
Underberg-Ruder is
strongly optimistic about
the industry that has
developed in that time.
“It has been an amazing
progression. We have
developed from very
product-centered thinking into brand, service
and lifestyle – today
the three predominant
elements.”

Red Village K19

EXHIBITION NEWS

MASTER’S EVENING
MAKES AN IMPRESSION
Last night four
premium brands
founded in the late 19th
century – Fauchon, Flor
de Caña, Neuhaus
and Oettinger Davidoff
AG – hosted a Master’s
evening for around
300 guests at the
Plage du Festival/
Croisette in the spirit
of ‘Time Beautifully Filled’. Guests
enjoyed a culinary
soirée of pralines and
chocolates, preceded
by delicious appetisers and main courses
based on Foie Gras,
with cocktails made
with rum. Smokers
tasted the Davidoff
Nicaragua line with the
newly launched Nicaragua Diadema cigar.
Business partners
and cigar aficionados
of Oettinger Davidoff
AG and its partners

Gentlemen represent brands of craftsmanship and perfection: Christian
Vonthron, Senior VP, Global Travel Retail & Duty Free, Oettinger Davidoff
AG; Michele Norsa, CEO and Group MD, Salvatore Ferragamo; Laurent
de Rougemont, MD, Bluebell Hong Kong Ltd.; Damien Couliou, Products
Marketing Director, Fauchon Paris; Philippe Schaus, Chairman & CEO, DFS
Group; Hans-Kristian Hoejsgaard, President & CEO, Oettinger Davidoff;
Jos Linkens, Managing Director, Neuhaus; Philip Geeraert, Director
International Sales, Neuhaus and Rodrigo Bazan, Global Travel Retail
Manager, Flor de Cana.

relaxed and enjoyed
delectable moments
with others.
Oettinger Davidoff AG
CEO Hans-Kristian
Hoejsgaard underlined the credo of the

Master’s evening:
“Pleasure is always a
luxury, but luxury is not
always a pleasure. We
are products of nature
and everything we do is
about pleasure.”

Introducing the
new digital library
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PERFECT TIMING
The watchmaker André Monche
has shown impeccable timing
– the finishing touches were
put to its new hand-painted
timepieces just before TFWA
World Exhibition & Conference.
Dubbed Ella and Atina, the new
bangle style watches are made
to a patented design and each
product has been individually
crafted for the family-run
company.
The company hopes its new
watches will catch the eye of
existing and potential customers here in Cannes.
“We have a lot of meetings at
the show and I think it is important for us to be able to offer
patented Swiss-made products
that have been hand-crafted,”
said Didier Peter, Sales
Manager for André Mouche.
“We are a small family-run
company with a big travel retail
presence and Cannes is our
chance to meet the world.”

Red Village L28

STROKE OF GENIUS
Claude Monet is drawing
large crowds at the Frey
Wille stand.
The artist’s work has been
immortalised through
a new line of high-end
accessories, produced by
the Austrian jeweller.
Renowned for turning
classic paintings into
timeless fashion pieces,
Frey Wille believes slow and
steady is the key to winning

the travel retail race.
“Cannes is very important
for us, but we never close
a deal here,” said Wessam
Elmona, Director Duty
Free at Frey Wille. “Our
minimum price for jewellery is €400, so we have to
think carefully about where
we place our products –
and that takes time.”
The latest line of jewellery,
Montage á Claude Monet,

non contractual visuals

Android? Blackberry? iOS? Windows Phone?
At TFWA World Exhibition & Conference,
we’ve an app for everyone.

Our new web app is accessible
on any mobile OS via your browser.
Go to:
app.tfwa.com/WEC

60 – TFWA DAILY
TFWA_CANNES2014_AnnPresseDaily_WebApp_250x353mm

has been inspired by the
artist’s most famous
works and has piqued
interest at the show.
“They are pieces of art
– like looking at the real
thing,” said Elmona.
Frey Wille comes to Cannes
in a bullish mood, having
secured a listing with Air
France earlier this month.

Yellow Village C15

DISCOVER
BROOKSIDE
NEW!

Travel Retail
Exclusive Gift Boxes

Soft fruit-flavored centers
covered in smooth
dark chocolate.
Discover BROOKSIDE at
Booth M53, Green Village.

WORLD TRAVEL RETAIL

www.hersheystravelretail.com
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LACOSTE COCKTAIL
Lacoste hosted a cocktail
soirée atop the Radisson
Blu Hotel last night, where
guests were treated to
the smooth sounds of DJ
Valentin Laroche-Joubert.
The party was a celebration
of the brand’s rich sporting
heritage, which has its roots
in golf and tennis.

Lacoste’s Océane Negret, Pascal Negret, Jean-Louis Delamarre, Frédéric
Hyrondelle, Daisy Petevis, Erin Lillis Arrowsmith, Vincent Allard, Violette
Donat, and Stephanie Lefebvre.

TAX FREE WORLD
ASSOCIATION
23-25, rue de Berri
75008 Paris France

Tel : +33 1 40 74 09 86
Fax : +33 1 40 74 09 85

Alain Maingreaud

MANAGING DIRECTOR
a.maingreaud@tfwa.com

Cécile Lamotte

MARKETING DIRECTOR
c.lamotte@tfwa.com

“Everybody has heard of Lacoste,
but not everybody knows about
the story behind the brand,” said
Pascal Collet, Public Relations
Director for Lacoste. “Lacoste
was founded in 1933 by René
Lacoste, whose wife, Simone
Thion, was a golfing champion.”
As well as hearing the story of
Lacoste and enjoying nibbles,
guests played miniature golf on
a course shaped like crocodile –
a reptile long synonymous with
the brand.
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ROMEO OH ROMEO
Guests at the annual Habanos dinner at the Baoli Restaurant last night were
greeted by the lilting sounds of soft shuffle Cuban music as they chattered
amidst the palms and lounged on canopied settees, whilst savouring the
smooth taste of the company’s latest travel retail and duty free exclusive –
the Romeo Y Julieta 1875 short Churchill Robusto cigars, 50 x 124mm in a
pack of 10. Habanos was delighted to entertain its business partners for an
evening of gourmet food and scintillating conversation.
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